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@ Every contractor and power company is YOUR prospect 
if you stock the new Square D Multi-breakeR. And they'll 
be interested prospects, too, because you can offer them 
circuit breaker protection for the home at a cost compa- 
rable to that of a good range switch and fuses—something 
you have never been able to do before. 


It will build your sales and your profits. As a progres- 
sive distributor you should investigate this new device and 
its sales possibilities. If you haven't already received Bul- 
letin CA-541 we will gladly send you a copy. 
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The new mer- 
cury vapor lamps 
give more light 
per unit of cur- 
rent—reduce_elec- 
tric bills — Jeffer- 
son Transformers 
insure maximum 
economy. 


Wall Mounted Type in 
neat metal case for 
mounting on wall or 
post. Bottom is open 
for ready access to wir- 
ing compartment. 
Snap-on connections 
make it easy to match 
primary supply line 
voltage 


{Wall-mounted and fix- 
ture types are equipped 
with primary tap 
changing device and 
large primary and sec- 
ondary wiring com- 
partments.} 


Weather - proof 
Type in_ one- 
piece drawn steel 
case — interior 
compounded. 
Connections at 
bottom, Equip- 





Fixture or Suspen- 
sion Type for 
mounting be- 
tween ceiling and 
lamp—with stand- 
ard threaded cou- 
pling at each end. 





INSTALL 


JEFFERSON 
TRANSFORMERS 


Industrial plants, railroads, service stations, large stores—are 
finding the new high efficiency of mercury vapor lamps an 
immediate means of improving illumination and cutting electric 


bills in half. 


Jefferson Transformers or Reactors for use with these lamps 
insure the expected full rated capacity and satisfactory perform- 
ance. They keep the current demand low during the starting 
period and on continuous operation show low temperature rise. 


A special core has been designed, made up of very thin lamina- 
tions of high silicon steel, annealed after punching to prevent 


ageing, and to insure cool operation. Scientific proportions of 


this core assure proper balance between copper and iron. The 
windings are machine built and completely insulated with var- 
nished cambric and treated fibres. 


Jefferson’s long specialized experience in the development of 
transformers for mercury vapor and Neon luminous tubes, sun 
lamps, street lights and the like, makes possible the high quality 
special types of transformers and reactors required to insure 
the greatest lighting efficiency. 


A complete line is available for use with both 250-watt and 

400-watt lamps.—Write or mail coupon for Bulletin 361-MV 

and complete data... . . JEFFERSON ELECTRIC COM- 
PANY, Bellwood (Suburb of Chicago) Illinois. 
Canadian Factory: 535 College St., Toronto. 


JEFFERSON ELECTRIC COMPANY, 
Bellwood, IIl. 


Please send Bulletin 361-MV and complete infor- 
mation on mercury vapor lamp transformers. 
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Order your auxiliary de- 
vices which were de- 
signed especially for 
these lamps from the 
General Electric Vapor 
Lamp Company. Order 
the lamps from any of 
the seventeen Sales Divi- 
sions of the Incandes- 
cent Lamp Department. 


Sail Free 


WITH THE TRADE WINDS... 


_% 


“‘Sailing free” is easy where the product is 
the General Electric Mercury Lamp. In- 
dustry’s many applications of these lamps 
are steadily building profits for wholesalers 
everywhere. Provided in two sizes, 400- 
watt and 250-watt, these lamps are giving 
customers almost double the lighting 
efficiency of any other light source... 
By increasing the lighting level and the 


production efficiency of their plants 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 





With Industry’s 
Most Efficient Light 






























you also materially add to your profits. 

The 400-watt mercury lamp is equipped 
with a Mogul screw base, for vertical 
mounting in either base-up or base-down 
types. The 250-watt lamp, intended for 
installations that do not permit of the 
use of the larger lamp, will burn in any 
position. These lamps are rated at 2,000 
hours. 


For complete details write to: 


GENERAL @ ELECTRIC 


Incandescent Lamp Department 
Nela Park, Cleveland, Ohio 
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Live and Let Live 


ISE is that sales manager, be he manufac- 
W tcre: or wholesaler, who realizes he cannot 
get all the business in his line or his territory. 
His competitors, provided they sell good products 
in an ethical manner, have just as much right in the 
field, are just as entitled to their share of the market. 

The problem of the individual sales manager, 
therefore, is to secure his fair share of the available 
business and at a reasonable profit. The moment 
he becomes too greedy his competitors find them- 
selves fighting for existence. In self-protection they 
offer price concessions and seek business through 
irregular channels. The market becomes demoral- 
ized, profit rates decline and the overzealous sales 
manager finds that, despite his large volume, he isn’t 
making money. 

Two actual examples will indicate what happens 
when sales executives lose sight of this principle of 
“Live and Let Live”. First, a “confession” from 
a manufacturer’s sales manager who has learned 
from experience that his competitors are entitled 
to their share of the market. A few years ago he 
maintained a district office in a certain city, staffed 
with a manager and two salesmen. With this sales 
support, he had secured practically every worth 
while outlet. His competitors were compelled to 
place their lines with “gyp” jobbers and sell direct to 
contractors, which created a bad market situation. 

Eventually the offending sales manager saw the 
light. He closed his district office and reduced his 
force in that territory to a single resident salesman. 
Today he has but two distributors in that city and 
his competitors have been able to secure legitimate 
wholesale outlets. Of course, he is doing far less 
volume but he is actually making more money 
because of the reduction in his sales expense. 

Another example. Some time ago one of the 
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smaller manufacturers sought distribution in a prin- 
cipal city. He first approached the wholesalers who, 
in every case, were carrying a competing line and 
who short-sightedly refused to make room for him. 
He had placed a salesman in the territory who had a 
family to support and who just had to get orders 
somewhere. So the salesman proceeded to place 
his line with several “gyps” who promptly used it 
as a football, and he and his firm were vigorously 
and vehemently damned by the wholesalers. 
Fortunately there was one man among the local 
trade who saw the true situation. He called in the 
salesman, heard his story and admitted that, had 
he been in the same situation, he would have fol- 
lowed the same course. The result was that two 
reputable wholesalers were persuaded to give the 
salesman a substantial portion of their business, and 
he immediately severed relations with the “gyps”’. 


AST month several conduit manufacturers volun- 
tarily withdrew their local stocks in several cities. 
They did this at the recommendation of the whole- 
salers. Now they stand to lose business unless each 
manufacturer is provided with wholesale outlets that 
maintain adequate stocks. The manufacturers have 
acted in good faith, they have deliberately placed 
themselves at the mercy of the wholesalers. In each 
of these cities the wholesalers are under a very 
definite obligation—to adopt a policy of “Live and 
Let Live”, to see that no manufacturer, large or 
small, is deprived of his share of the market for 
lack of a wholesale outlet. 


a 7. Fir bawidhe 


EDITOR 


















































NG the uproved 
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Excuse our enthusiasm — but the improved Bryant No. 4832 Duplex 
Receptacle shown here is the finest wiring device we've seen for a 
long time. It has everything to please electrical contractors, architects, 





engineers and building owners. Here are its nine big features: 


1. Double-sided Spring Contacts. Assure perfect alignment of engaging 
blades and positive electrical connection. 2. Four Large Binding Screws. 
Will easily take two No. 10 wires. () 3. Yoke Positively Anchored. Cannot 
be displaced from the bakelite molding. 4. All-bakelite Body. Includes 
back of solid molded bakelite, preventing moisture absorption. 5. Bake- 
lite Flange Over Binding Screws. Insulates wiring cavity and permits a 
larger wire to be used safely." » 6. Convenient Slot-finding Feature. Blades 
automatically align themselves with slots. 7. Double-T Slots. Take all 
types of caps. 8. Wide Mounting Ears. Prevent tilting. 9. Meets All 
Federal Specifications. ; 


Here’s a real volume-builder for the electrical wholesaler. 


BRYANT 


THE BRYANT ELECTRIC COMPANY + BRIDGEPORT, CONNECTICUT 


NEW YORK: 100 East 42nd St. - CHICAGO: 844 West Adams St. - SAN FRANCISCO: 325 Ninth St. 
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Selling Silvered Bowl Lighting 


With suitable reflecting equipment now available from sev- 
eral manufacturers, these lamps provide increased efficiency 
and make possible new decorative effects in the field of 


indirect lighting 


— silvered bowl lamp is not a newcomer to the 
lighting field. It has been on the market for the 
past ten years and available to any lamp user who 
wished to have this special processing applied. These 
processed lamps, however, have 
come prominently to the front 
within the last few years due to 
the general acceptance of indi- 
rect lighting, and the increased 
volume has made lower prices 
practicable. Many new fixtures 
designed around this type of 
lamp struck a new note in fix- 
ture design and styling; this, 
coupled with an inherently high 
efficiency, has gained wide in- 
terest and influenced many 
large and important installa- 
tions. Silvered bowl lamps in 
the complete range of sizes 
from 60 to 500 watts were 
added to the standard sched- 
ules of Mazda lamps on July 
1, 1935 and first appeared in 
the Mazda catalog issued May 1 this year. The lamps 
are carried in all warehouse stocks and in wholesalers’ 
stocks in those territories where the number of users 
has created a steady demand. 
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Wuat Is THE Lamp? Silvered 
bowl lamps are regular lamps, usu- 
ally inside-frosted, to which a 
coating of pure silver has been ap- 
plied to the outside of the bowl. 
This silvering extends from the end 
of the bulb up to the maximum di- 
ameter of the bulb, thus shielding 
the filament from view and creating a highly efficient 
indirect reflector. 

How Is Ir Mave? The silvering is an entirely sep- 
arate process applied after the lamp has been made. 
It requires four distinct steps. First, the bulb is chem- 
ically cleaned and sensitized. Second, a coating of 
pure silver—(silver has a reflection factor of about 
92% )—is added. Third, over the silver a protective 
coating of copper is electrilitically deposited to prevent 
oxidation due to filament heat. Fourth, to this double 
surface is added a third layer which consists of a 
sprayed aluminum finish. These three metallic deposits, 
which are approximately 1/5000 of an inch in thick- 
ness, are firmly sealed to the glass and will not chip off— 
thus insuring a permanent, high quality reflecting sur- 
face which does not dull, tarnish or deteriorate 
throughout the life of the lamp. 

WuHere CAN THE Lamp BE Usep? Silvered bowl 
lamps may be used wherever indirect lighting fix- 
tures would normally be used. In this respect they 
take their place competitively with other types of indi- 
rect equipment as regards usual features such as 
appearance, efficiency, maintenance, and cost. As men- 
tioned before, these lamps free the designer of lighting 
equipment from certain restrictions and limitations 
since the lamp provides its own reflector and the fixture 
becomes only a decorative shield. As such, this shield 
may assume whatever size, contour and material that 
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Waters Genter Co., Minneapolis 














New fixtures, designed especially for the silvered bowl lamp, 
provide new decorative effects 


is pleasing, with little resultant in- 
terference to the high output effi- 
ciency. Furthermore, such shields 
may be made of light-weight trans- 
lucent materials, such as parchment, 
buckram or thin plastics of any col- 
or, texture or applied design that 
harmony in decoration may demand. 

Silvered bowl lamps may be used 
in the usual types of semi-indirect 
and totally-indirect fixtures; their 
purpose in the case of semi-indirect 
fixtures ds an expedient to reduce 
bowl brightness ; in indirect fixtures 
to increase efficiency in instances 
where reflectors or reflecting sur- 
faces have deteriorated. In many 
cases of poor fixtures in service, the 
use of silvered bowl lamps may en- 
hance the output by as much as 10 
to 20 per cent. In these instances, 
that proportion of the lighting bill 
represented by such losses will usu- 
ally more than offset the added cost 
of silvered lamps over regular un- 
processed lamps. 

Silvered bowl lamps can also be 
used in direct lighting reflectors of 
porcelain enamel or aluminum. Por- 
celain enameled reflectors designed 
for the silvered bowl lamp provide 






high quality lighting for industrial 
applications comparable to the 
glassteel diffuser. The principal 
buildings of Cleveland’s Great 
Lakes Exposition are lighted by sil- 
vered bowl lamps in oxidized alu- 
minum reflectors set flush in the 
ceiling, and in the soffits of entrance 
marquees. 

Silvered bowl lamps become a 
handy tool in the hands of lighting 
engineers not only for conventional 
lighting but for many jobs such as 
luminous architectural elements 
where an integral reflector-lamp 
combination provides a simple, effi- 
cient, and expedient method. 


What Fixtures Are Available? 


At the present time many differ- 
ent designs of silvered bowl indi- 
rect fixtures for commercial light- 
ing applications are available from 
several manufacturers, including 
Curtis Lighting, Inc., The Miller 
Co. and Silvray Lighting, Inc. The 
latter company has also recently in- 
troduced new residential units in 
the 100- and 150-watt sizes suitable 
for the kitchen, bedrooms, hallways 
and similar applications in new 


Montevideo (Minn.) Public Library 





homes and in re-lighting old homes. 

Industrial reflectors specially de- 
signed for the lamp are made by the 
Benjamin Electric Mfg. Co., Silv- 
ray Lighting and the Goodrich Re- 
flector Co.; other prominent manu- 
facturers of industrial reflectors are 
expected shortly to announce new 
silvered lamp equipments for this 
service. This field should offer a 
broad market for the silvered bowl 
lamp as industrial lighting levels are 
raised and plant operators appreci- 
ate more fully, as they are begin- 
ning to, that effective lighting 
means quality lighting that elimi- 
nates glare and glaring reflections 
and is comfortable to the eyes. 


Where Has It Been Used? 


With the growing appreciation of 
the need for quality lighting has 
come a wider acceptance for the 
soft, shadowless type of lighting 
produced by indirect equipment. 
Silvered bowl lamps have become 
an important factor in obtaining 
such lighting and as a result we find 
them being used in indirect lumin- 
aires in stores, offices, schools, pub- 
lic buildings, homes, and in factories 
in direct lighting industrial reflec- 
tors. 

Silvered bowl lamps should be 
used in porcelain sockets only and 
in fixtures where the husk sur- 
rounding the socket is so formed 
as not to confine the heat unduly, 
thus keeping socket and base tem- 
peratures within safe limits. Such 
precautionary measures should be 
applied to all incandescent lamps of 
high wattage, but the heating effect 
is more pronounced in the case of 
the silvered bowl lamps because of 
the heat that is redirected by the 
silvering toward the base and socket 
assembly. 

Where the lamps are used in in- 
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Offices of Cannon Mills, New York 
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direct equipment it is desirable to 
eliminate streaks and_ striations 
from the ceiling, to minimize ob- 
jectionable shadows from fixture 
supports, and to soften the side- 
wall cut-off line which is generally 
harsh and noticeable when clear 
bulbs are used. For this reason the 
complete line of silvered bowl lamps 
is supplied with frosted bulbs. 


Competitive Sales Features 


Manufacturers of silvered bow! 
equipment list the following fea- 
tures and user benefits for their 
equipment : 

1. A highly efficient indirect re- 
flector. 

2. New modern styling without 
sacrifice of efficiency. 

3. Reflecting surface is sealed 
and is not subject to depreciation 
due to dirt collection. 

4. Bulb cleaned or replaced with- 
out disturbing fixtures. 

To achieve these benefits, the cus- 
tomer pays a higher price for the 
lamp. A few years ago he paid 
over three times as much for the 
processed lamps as the list price 
today. Today’s price for silvered 
lamps corresponds roughly with the 
price of the standard unprocessed 
lamp of only a few years ago, and 
with present prices of daylight 
lamps. The standard schedule of 
discounts apply to the sale of sil- 
vered bowl lamps. The growing 
demand for processed lamps since 
their introduction and throughout 
the depression years is evidence 
that the customers are willing to pay 
a higher price for lamps if they 
offer other offsetting benefits or ad- 
vantages. In this the distributor 
and his salesmen profit from 
greater dollar volume on initial and 
renewal sales of this type of lamp. 


Department, Lord & Taylor, New York 








A Few Typical Sales of Silvered Bowl Fixtures 


Stores 
Childs Restaurant Co....................New York City 
Ch iis < 65 vis Fa5> Cn snctueens Atlantic City, N. J. 
We a oa vin be ov veces icewene New York City 
Si cikds se onne nd dusen Sue cbws Detroit, Mich. 
pe re er ee Boston, Mass. 
Kroctiior Permiture Co. .........2..-ccccece Chicago, Ill. 
Ry IES gbie Biagnica os ceed sie cesses New York City 
Montgomery, Ward & Co...............-++- Chicago, Ill. 

Offices 
Air Reduction Sales Co................ Jersey City, N. J. 
ee iis a vives. ce ecresces’ Oklahoma City, Okla. 
ee EY MPPTETETETE Tee. New York City 
National Bank of Detroit.................. Detroit, Mich. 
North American Life & Casualty Co...Minneapolis, Minn. 
ee a 6 er New Orleans, La. 
er ee Atlanta, Ga. 
CRO EP BN a onc civic cs svnectecccuasns Chicago, Il. 

Schools 
EF Westfield, N. J. 
Dont Milas Salewel. .... 2.250. .c cece Philadelphia, Pa. 
Hawthorne High School............... Hawthorne, N. J. 
SR TIS 0 on 65 0 806 ven ccee veneer Smyrna, Del. 

Public Buildings 

Brooklyn Institute of Arts & Science. ...Brooklyn, N. Y. 
I iis ob kdin'd owes do os coed eed dus Cnees Winneta, Ill. 
I I on 656i 106 6s e the cees base New York City 
Kankakee State Hospital................. Kankakee, Ill. 
ee ORT TP ETT Ee ee New York City 
Wood County Courthouse........... Parkersburg, W. Va. 


Industrial Plants 


Bigelow-Sanford Carpet Co........ Thompsonville, Conn. 
Christian Science Publishing Co.......... Boston, Mass. 
RPO IS oa oc sccivescctssseen New York City 
ee Minneapolis, Minn. 
McGraw Electric Co................. Minneapolis, Minn. 
Pee ee Ga Geis. ow a sv ceiccccdeas Pontiac, Mich. 
IN Fb.nS nt chase (aes esss esas Milwaukee, Wisc. 
Union Carbide & Carbon Co.............. New York City 








Ovingtons, Fifth Ave., New York 




















































Hartman Drug Store, Chicage : 
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Eleetriecal Wholesalers Are Paying 
72 Separate Taxes 


Nation-wide survey reveals that one dollar out of every four of the 
wholesaler’s gross earnings goes to the tax collector. Steadily mount- 
ing tax burden has become the industry’s most serious problem 


HE most serious and immediate problem con- 

fronting the electrical wholesaler is unquestion- 

ably his heavy burden of taxation. At Hot 
Springs last May the commodity committees of NEWA 
stressed the necessity of increased margins, in manu- 
facturers’ suggested resale schedules, which would 
offset the wholesaler’s increased operating costs brought 
about by more and heavier taxes. 

The following month Harry L. Harper, manager 
of Graybar’s Pacific district presented a detailed analy- 
sis of the tax situation at the Del Monte meeting of 
NEWA’s Pacific division, and a 
special committee was appointed by 


cent of invested capital and .06 per cent of operating 
earnings, before deductions for bad debts and capital 
charges. The highest percentages reported for last 
year were 52, 20 and 150, respectively. The averages 
are shown below in bold-faced type. 

The tremendous rate at which the wholesaler’s tax 
burden is increasing is shown by the jump in the tax 
estimates of from three per cent of sales for 1935 to 
eight per cent for 1936. This startling increase is due, 
in large part, to accruals during 1936 for two new 
taxes payable next year, but based upon 1936 oper- 

ations; the one per cent payroll 
tax for unemployment, provided for 





by the Federal Social Security Act, 





this group to make a thorough study 
of the electrical wholesaler’s tax 
problem. 


The Wholesaler’s Tax 


and the tax on undistributed cor- 
poration earnings, which is included 


As a matter of fact, wherever a Bill in the Revenue Act of 1936. This 
group of wholesalers gather to talk For 1935 alarming upward trend will not 
“shop”, the discussion invariably only continue, but will be accelerat- 
turns to this subject of taxes. The 3% of Sales, ed by the progressive increases, 


trade has become thoroughly tax 
conscious and appears eager for any 
information which has a direct 
bearing on the problem. 

_ Therefore, a recently published 
list of 113 different taxes, which 
manufacturers of grocery products 
are paying to Federal, state and lo- 
cal government bodies, immediately 
suggested the question “How many 


4% of Invested Capital, 
28% of Gross Earnings. 


For 1936 (estimated ) 
8% of Sales, 
5% of Invested Capital, 
25% of Gross Earnings. 


from year to year, in Federal social 
security taxes, alone. 
Manufacturers, laboring under a 
similar tax burden, will readily ap- 
preciate that the wholesaler must 
have larger margins, if he is com- 
pelled to pay out approximately 25 
per cent of his gross earnings in 
the form of taxes. According to 
one authority the total tax money 








different taxes are electrical whole- 
salers paying ?” 

A questionnaire, mailed to a rep- 
resentative group of wholesalers by ELECTRICAL 
WHOLESALING in mid-July, brought replies from 60 
houses located from New England to California and 
from the Dakotas to Louisiana. As 25 separate states 
were represented, the composite list of taxes reported 
by these wholesalers provides an excellent cross sec- 
tion of the situation nationally. Of course, every whole- 
saler does not pay all of the 72 different taxes listed 
on the opposite page, but every one of these taxes is 
being levied on some wholesalers in one locality or 
another. Sales taxes, which the wholesaler passes on 
to his customers, are not included in this list. 

In this same questionnaire, wholesalers were asked 
to give their best estimates as to the amount of their 
total tax bills for both 1935 and 1936. There was a 
wide variation in the replies. The lowest amounts 
reported for 1935 were .003 per cent of sales, .003 per 
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paid by manufacturers last year to 
Federal, state and local governments, 
was enough to give employment to 
over a million wage earners at average rates of pay. 
With such a burden, the manufacturers cannot help but 
be fully as tax conscious as are the wholesalers. 

The seriousness with which electrical wholesalers 
look upon the situation was indicated by the comments 
brought forth by ELectricAaL WHOLESALING’s tax 
questionnaire. For example, a western wholesaler 
wrote: “This tax problem is a threat not only to the 
electrical wholesaler, but to every wholesaler and to 
every business man. The more publicity given to this 
subject of taxes, the sooner the nation will realize that 
it cannot continue to carry on at the present pace.” 

In the opinion of a prominent eastern wholesaler, 
“The only remedy for this evil is a drastic reduction 
in governmental waste and expenditures which will 
permit of a balanced budget and, ultimately, of a ma- 
terial reduction in our taxes.” 














Servicing Refrigerators 


At A Profit 


Although most refrigerator distributors lose money on their 


service departments, 


found that there is 


frigerator service shop at a profit (and there must 

be, judging by the small percentage of refrigerator 
distributors that have reached that goal), it would seem 
to lie in a highly organized system of control. That is 
an inescapable conclusion after a careful analysis of the 
workings of the refrigerator division of E. B. Latham 
& Co., New York City—one of the elect 28 per cent 
that reported profitable operation of this department when 
the refrigeration committee of NEWA conducted their 
industry survey last year. 

But a word of caution is in order right at the outset. 
Leslie E. Latham, newly elected chairman of NEWA 
and vice-president of the company, the man who is 
largely responsible for the success of this plan, insists 
that his company is in an unusually favorable position 
to make this kind of business profitable. In the first 
place, he points out, the bulk of the business is confined 
to the greater New York area. This is a highly con- 
centrated market and consequently the service problem 
is that much easier. In the second place, approximately 
50 per cent of the business to date represents apartment 
house installations. Here is more helpful concentration 
of effort. As a final word of warning, Mr. Latham 
calls attention to the fact that the manufacturers’ new 
5 year warranty plan may seriously affect the present 
record of profitable operation. 

While these modest admissions are perfectly true, they 
cannot erase the major accomplishment. They are to be 
considered rather as important and helpful facts in 
appraising the plan and applying the points of value. 

Perhaps the heart of the whole system is the service 
contract which the company offers to all apartment house 
owners to whom it has sold boxes. This contract is a 
one-page agreement which guarantees that: “During 
the period of this agreement we will, upon request, 
service the mechanical units and will make such repairs 
and supply such parts as, in our opinion, shall be neces- 
sary to keep such mechanical units in good operating 
condition and will make no charge for such service, 
repairs or parts where required because of ordinary 
wear and tear. Where service, repairs or parts are 
required for the interior or exterior finish of refrigera- 
tors for any reason whatever, we will charge for this 
work at our standard rates in force at the time of per- 
formance of the work. We shall not be responsible for 


T THERE is a bit of a secret to operating a re- 
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profit in refrigerator 


this metropolitan wholesaler has 


servicing 


damage or injury caused by your failure to make prompt 
request for service when in need thereof. 

‘This proposal shall apply only to the refrigerators 
covered by this contract as enumerated on the reverse 
side hereof and if we are called upon to service any other 
Leonard Refrigerators at the above premises, not under 
guarantee or covered by this Service Agreement, we 
shall charge for all services rendered at our then pre- 
vailing rates.” 

This contract, of course, is optional with the owner. 
If he signs up for the service at the end of the warranty 
period, he pays $4.00 per box per year for each refriger- 
ator in the apartment. The contract is good for a year 
and may be renewed at the same price for a second year. 
The third year, however, the cost moves up to $5.00 per 
box and the fourth year, the contract price advances 
to $6.00. After that it remains the same but further 
renewals are encouraged, as far as possible, on a charge 
per call basis. 


James Brady, manager of the refrig- 
erator service department, receiving a 
report from a field 
man. Notethedrawer 
of records at his 

elbow. 
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There are many factors which influence the decision 
to renew or to drop the contract at this point. The 
repair record of the boxes under contract is of major 
importance, as tenants and superintendents can do much 
to make a service contract either a pleasure or a head- 
ache. Some superintendents simply relay every trouble 
call of a tenant right back to the distributor without 
even checking up on the difficulty. Many times it is a 
false alarm or only some simple adjustment. Other 
superintendents not only make sure that a service man 
is needed before putting in the call but actually make 
some of the adjustments themselves. This cuts down 
the number of calls, and naturally, the cost of servicing 
the box. The owner or operating company also must 
be considered. They, too, can make service costs pro- 
hibitive by unreasonable demands. 

Still a third factor that must be given consideration in 
the question of renewal is the possibility of new or 
replacement business. Where there is much of this to 
be had from an account, it is good business to continue 
a service contract beyond the five year period even 
though the contract itself is not particularly profitable. 

Each service contract carries on the reverse side a 
typewritten list of the specific boxes that it covers. This 
is important from a number of angles. Not every sale 
involves a new box for every apartment. Sometimes 
the sales contracts call for a number of new boxes each 
month or perhaps a new box only as a lease runs out 
and a new one is signed. With such arrangements, the 
apartment is soon filled with boxes of all ages and con- 
ditions. Confusion and expense will quickly follow 
unless the service contract covers only specific boxes 
listed by apartment numbers and box number. Some 
owners also make a habit of testing out this service plan 
on only a portion of the boxes. Obviously, in such 
cases, the boxes must be designated. Finally, the keep- 
ing of accurate records on each box requires that boxes 
under service be specified at the time of the contract. 
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Miss Rose Chmela, Mr. Brady’s 
assistant, checks on a box requiring 
service, The entire 
history of the refrig- 
erator is available at 
a glance. 
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This service bill copy goes to the stock room 
as authority to replace parts taken from the 
service car—a typical example of the detailed 


reports that have helped to make E. B. 
Latham’s_ refrigerator service department 
profitable. 


The actual service work is handled by a staff of nine 
field and two inside shop men. They are under the 
direction of one man who serves as the head of the 
department. Each man has a specific territory which 
he covers in a car completely equipped with all necessary 
tools, a stock of spare parts and a tank of refrigerant. 
At least once every hour, he calls his “boss” at head- 
quarters for the latest requests for service. If there are 
no calls in his district and he has all his previous requests 
taken care of, he doesn’t go home and wait for trouble 
to come to him. He goes out on a systematic tour to 
prevent it. 

And that is a very important factor in keeping the 
cost of service down. Periodic check-ups, including oil- 
ing, cleaning and adjusting, often catch some minor 
trouble before it becomes serious. That not only saves 
money directly in parts and installation labor but also 
brings about considerable indirect saving by preventing 
numerous rush service calls. Furthermore such calls 
build an inestimable amount of good will. 

Where superintendents take an interest in their jobs 
and particularly in the refrigerators, it is often only 
necessary to inquire of them as to the state of the boxes. 
If they say that everything is running smoothly no 
further check-up is necessary. Occasionally the service 
man arrives just in time to forestall (Turn to page 22) 
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EK OR several months, Mr. Marks has been con- 
ducting a campaign in his community against 
those manufacturers and wholesalers who rob 
the electrical dealer of his legitimate profits by 
extending so-called courtesy discounts to indus- 
trial buyers on appliance lines. As this prac- 
tice is by no means confined to Pittsburgh, 
Mr. Marks’ views are of national interest. 


The Courtesy Discount Evil 


ALES of electrical appliances 
~ are now outstripping in volume 

the sales of many of the staple 
lines of former days. Despite last year’s record sales, 
refrigerators, radios, ranges, cookers and other appli- 
ances are headed for new peaks again this year. 

The appliance manufacturer, his wholesalers and his 
dealers are enjoying a sellers’ market and, from present 
indications, they will continue to enjoy it for several 
years to come. There is real profit for all these in 
appliance lines, provided they are sold through legiti- 
mate wholesaler and dealer channels. 

And yet, in spite of this very obvious fact, there are 
some wholesalers who, instead of building up a profit- 
able dealer business on appliances, persist in the per- 
nicious practice of using appliances as a football to 
secure the supply business of industrial accounts. With 
but slight discrimination they will sell, in single lots 
and at dealer’s cost, to almost anyone who is even 
remotely connected with any branch of the industry. 
If the purchaser does not have a purchase order from 
his employer, they willingly accept his cash and, in 
some cases, even allow a cash discount in addition to 
the trade discount. 

Could any practice be more pernicious, more destruc- 
tive to the entire fabric of distribution? This type of 
sabotage is typical of no single market. Chicago dis- 
tributors and dealers are now wrestling with the prob- 
lem. In other cities the trade has organized half- 
heartedly and drawn up agreements which have usually 
been violated by some backslider even before the ink 
has dried. This unethical trade practice has become an 
evil of national proportions. 

Let’s take an actual case. A certain distributor 
approached the purchasing agent of a large industrial 
plant and offered him a 25 per cent discount on all 
appliances which he might buy for his employees or 
their friends. A competitor, learning of this offer, 
immediately quoted him 35 per cent. Bidding for this 
illegitimate business (which rightfully belonged to the 
dealers of the community) eventually reached a point 
where one distributor offered a discount of 55 per 
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By EMANUEL M. MARKS 
The Electric League of Pittsburgh 


cent and took the business at an 
actual loss. 

Another wholesaler, who special- 
izes on wiring materials, handles a few appliance lines 
on a distributor basis, but makes no attempt to go after 
dealer business and do a real job for the manufacturer. 
Instead he uses his appliances purely as “good-will 
builders” for his supply lines. During the holiday sea- 
son, his salesmen carry with them “hot” appliance num- 
bers on which they break standard packages and take 
single orders at the maximum trade discount. How 
long can the legitimate appliance distributor and dealer 
stand up against such unscrupulous competition? 

Is there any sound reason why the purchasing agent 
of an industrial concern should receive a dealer’s dis- 
count on a washing machine, radio or refrigerator 
when it is for his own personal use, or for a friend or 
fellow-employee? Is there any reason why real estate 
firms, banks, office building superintendents and other 
purchasing agents should be able to buy single appli- 
ances at dealer’s cost, when the purchase is in no 
manner related to their business? Of course not. 

Every “straw sale” of this kind robs some dealer 
of the legitimate profit which he must have if he is to 
meet his pay-roll, pay his rent, his taxes, and his 
suppliers. 


HAT can the wholesaler do? He can sell to legiti- 
mate dealers only. He can turn down the racketeers. 
He can be suspicious of new firms who want to buy 


just one radio, or one refrigerator. He can guard. 


against being taken in by those seeking to make group 
purchases, by individuals who “gang-up” to put one 
across with the distributor. 

When and as every appliance distributor refuses to 
sell to anyone except a recognized dealer who buys for 
resale, the present chaotic situation will be corrected. 
Such a policy may lose some business here and there 
but, once the distributor’s sincerity is recognized by 
the trade, he will receive the hearty support of the 
legitimate dealers and, in the long run, will gain far 
more business than he loses. 


ELECTRICAL WHOLESALING — September 1936 


Pa IRR Na eR: TIERCE 











atic 











err 


Imperfect Distribution 


The Electrical Industry’s Public Enemy No. I 


HE natural sequence of trade 

in most lines of industry, and 

particularly in ours is manu- 
facturer to-wholesaler to retailer to 
consumer. If every concern func- 
tioned in only one of these classes 
and functioned in an ethical manner 
it would help more than any one 
thing to perfect distribution. When 
a manufacturer, or a manufacturer’s 
agent, sells his merchandise to a re- 
tailer at the price at which he should 
sell it to the wholesaler he demoral- 
izes distribution. He is unfair to 
the wholesaler and he puts the re- 
tailer in a position to further de- 
moralize conditions. The retailer is 
in possession of both the wholesal- 
er’s and the retailer’s profit and, his 
natural market being the consumer, 
he is sure to think he has competi- 
tion that in reality does not exist, 
so he sells to the consumer at about the price he really 
should have paid for the merchandise. 

Some of our manufacturers are wholesalers, espe- 
cially if they employ local manufacturers’ agents on a 
commission basis and maintain a local warehouse stock. 
Some of our wholesalers are seriously in competition 
with their retailers. One of our greatest menaces is 
the retailer, about 90 per cent of whose sales are to 
the consumer, yet who purchases as a wholesaler. He 
simply ruins the business of the real retailer who pur- 
chases as such and operates strictly within the realm 
of a retailer. All these unethical practices merely lead 
to serious losses of legitimate profits for all branches 
of the industry. 

Several remedies will have to be applied to this situ- 
ation before the results will be noticeable. The first 
remedy should be applied to the manufacturer and his 
agents. Every manufacturer’s local warehouse stock 
should be withdrawn from every territory. This 
would permit and force his wholesalers to carry a com- 
plete stock of all merchandise that is in demand, and 
there is no doubt that the Wholesalers-in-Fact want to 
do this and will do it. This method would allow the 
manufacturer’s agent all of his time for assisting the 
real wholesaler to introduce new lines or lines with 
which the trade is none too familiar. 

It would also deprive him of the time he now spends 
creating new Near-Wholesalers and encouraging para- 
sites to establish themselves as so-called wholesalers. 
It would also remove from the agent the temptation to 
sell to the large contractor at wholesaler’s cost, and to 
deliver to the chiseling near-wholesalers stock in drib- 
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By ALMON FOSTER 


Managing Director, Northeastern 
Electrical Wholesalers Association 


lets during the month, later consoli- 
dating the orders when they are suf- 
ficient to amount to a_ standard 
quantity and extending the maxi- 
mum discount. It is such perni- 
cious practices that are setting the 
competitive pace for the wholesaler 
who has a large investment, suffi- 
cient, in most cases, to carry all the 
stock that is necessary to supply the 
trade. 

The Wholesalers-in-Fact are of 
necessity working on a fairly eth- 
ical basis at the present time, only 
side-stepping on the matter of fair 
- sales prices and then only where it 
is necessary to save business that is 
rightfully theirs. This destructive 
policy would be entirely unnecessary 
if the manufacturers and their 
agents had not created a lot of 
merely so-called wholesalers who set 
the price pace. Wherever the real wholesaler is com- 
peting with retailers for their retail business with con- 
sumers, except those consumers who maintain their 
own electrical maintenance departments, he should 
desist and provide the retailer the protection which he 
expects from the manufacturer. 

The Retailer-in-Fact should be just what that name 
implies. He should purchase his merchandise at retail- 
er’s cost and sell his merchandise at consumer’s cost. 
He should not attempt to pose as a wholesaler for the 
purpose of purchasing at wholesaler’s cost unless 75 
per cent or more of his volume of sales is made at 
wholesale to retailers, and then he should operate as a 
wholesaler. Many retailers have been educated by the 
manufacturers and their agents to expect to purchase 
at wholesaler’s cost and this has come about by imagin- 
ary competition among the manufacturers. 

The consumer (the home owner, the merchant in 
another line of business, the small industrial plant 
which does not maintain an electrical maintenance de- 
partment, etc.) should pay retail prices for his electrical 
needs just as he does for all his other non-electrical 
requirements, 

These are only some of the ethical practices that 
should exist 100 per cent in the electrical industry. If 
they actually did exist they would go far to perfect 
DISTRIBUTION. 

A little strictly unselfish thought given to this mat- 
ter of distribution of merchandise will convince any 
thinking man that the present method of distribution 
is Pustic Enemy NuMsBer One in the electrical 
industry. 


* 
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An Ideal 


for 


Eleetrieal Manufacturer 


ANUFACTURERS should dis- 

tribute their products through le- 
gitimate wholesale outlets. It is an ac- 
cepted fact that, with a few minor 
exceptions, the wholesaler can distribute 
the manufacturers’ commodities far more 
efficiently and economically than can the 
producer himself. If the manufacturer 
has some established method of distrib- 
uting direct to the retailer or consumer, 
then he should allow an adequate price 
differential to those wholesalers who do 
handle his product. 


Authorization and Distribution — 


Basis FOR AUTHORIZATION. 1. The 
manufacturer should see that his product 
has adequate representation in the 
wholesaler’s territory. Consequently, 
each distributor should be urged to 
carry a sufficient stock of the individual 
manufacturer’s product. It must be 
realized, however, that each distributor 
is well aware of the demand for such 
products and should certainly not be 
compelled to overstock his shelves. 
Therefore, if the electrical wholesaler 
makes every reasonable effort to sell the 
specific commodity without stressing 
other brands of a similar product, he 
should be looked upon as performing his 
duty as an exclusive distributor. 

2. Wholesalers should be granted 
adequate discounts for quantity pur- 
chases, as well as a discount “to the 
trade”, which simply means a favorable 
price to recognized wholesalers. 


Practice SELECTIVE DISTRIBUTION. 
1. Selective distribution has the same 
effect as resale price maintenance, in 
that it discourages the habit of price 
cutting. 

2. Wholesalers will put more sales 
effort behind a product which they dis- 
tribute exclusively. 

3. Repeat orders become almost auto- 
matic. 

4. Selective distribution encourages 
better cooperation between wholesaler 
and manufacturer since the latter is able 
to maintain a close contact with the 
relatively small number of distributors 
handling his products. 


EXTENT oF AUTHORIZATION. Manu- 
facturers should authorize as many dis- 
tributors as will most effectively handle 
their products. Such a system, however, 
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By HAROLD S. STAMM 


Silk City Electrical Supply Co. 
Paterson, N. J. 


should not attempt to concentrate whole- 
sale outlets within one area, for this 
may mean undue competition. Nor, on 
the other hand, should a worthy whole- 
saler who is located in a favorable area 
be deprived of a distributorship. Only 
a fair method of assigning dealer terri- 
tory will make selective distribution a 
success. 


CHANGES IN AUTHORIZATION. Nat- 
urally, wholesalers operating under the 
selective system of distribution should 
be given ample warning of any changes 
in their distributorship, as well as any 
modifications in the general policy con- 
cerning the product and the relationship 
between wholesaler and manufacturer. 
If a manufacturer wishes to deprive a 
wholesaler of his selective agency, then 
he should inform the latter immediately 
in order that the wholesaler may take on 
another brand of the same product and 
avoid loss of time and profits. 


Sales Methods 


1. The employment of secret rebates, 
protection against price declines, adver- 
tising allowances, packing and freight 
allowances should all be condemned in 
the electrical wholesale field. There is 
too great a temptation for favoritism 
when these methods are used. 

2. Distributors who are sold on a 
quantity purchasing basis should be 
sold at a standard rate. In other words, 
all recognized distributors should be 
granted the same price for the same 
quantity purchases. 

3. Manufacturers should provide sug- 
gested resale price schedules for their 
distributors in order to discourage price 
cutting. Such schedules also permit the 
wholesaler to see the profit possibilities 
of a certain product. 

4. There should be no selling of 
private brands by the manufacturer at 
prices lower than the same article sells 
for as a factory brand. The manu- 
facturer who sells a private brand at a 
low price only creates competition for 
his factory brand. 

5. If prices are changed in any one 
channel of distribution, these prices and 


terms should be offered to all distribu- 
tors. Each distributor must be given 
the same chance to make profits, or an 
unsatisfactory competitive situation will 
arise. 

6. Mail order houses and large chain 
stores should be sold at the same prices 
as retailérs are sold by wholesalers in 
order to protect any distributors within 
the trading area of such houses. 

7. Warehoused stocks of manufactur- 
ers are, in most cases, a direct competi- 
tive evil for the wholesaler whose 
market is the same as the one covered 
by such warehouses. If it is an economic 
necessity for the manufacturer to main- 
tain such stocks, then a suitable differ- 
ential should be added to all shipments 
from these local stocks. 

8. A manufacturer should not sell 
articles of special make or grade which 
are similar to his regular articles at a 
lower cost than his factory brand article. 
It is too simple a matter to disguise a 
standard article and offer it at a favor- 
able price to certain large buyers. 


Program of Economy 


Repucep OssoLeTE Propucts. By 
eliminating obsolete commodities, costs 
of production can be reduced. More- 
over, if such a step is taken, the pro- 
ducer’s capital investment will be made 
a less costly affair. 

Servicine Poricy. 1. The manu- 
facturer should encourage his distribu- 
tors to maintain a policy of service after 
installation and should provide repair 
parts at a small fee. 

2. The manufacturer will find it 
economical to charge a fee for handling 
orders for less than the minimum 
prescribed amount, or for broken 
package lots. 


Merchandising Policies 


The manufacturer who wishes to 
secure the utmost cooperation from his 
wholesalers must adopt a favorable mer- 
chandising policy. The electrical in- 
dustry should be shown the advantages 
of the specific commodity through ex- 
tensive advertising in trade publications. 
The dissemination of selling literature 
and displays, as well as the crusading 
of missionary men, are valuable aids to 
the manufacturer and to the electrical 
wholesaler who sells his products. 
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Sales Policy 


the 


Eleetrieal Wholesaler 


Sales Methods 


Avorn DupLicaTIon oF LInEs. Push- 
ing duplicate or competitive lines means 
waste for the electrical wholesaler. If 
the distributor handles two products 
which are competitive, how can he 
induce the buyer to favor one product 
as against the other? If he is going 
to be impartial to two manufacturers, 
how can be do an efficient selling job 
for either of them? A similar situation 
would exist if one salesman represented 
two competitive manufacturers. 

ELIMINATE OBSOLETE ARTICLES. As 
in the case of the manufacturer, obsolete 
products should be swept off the shelves 
to make room for the new products 
being constantly created and for which 
a great potential demand exists. Ob- 
solete products mean increased cost of 
doing business both for the distributor 
and the manufacturer. A policy which 
eliminates such useless stocks will re- 
duce costly inventory losses. Careful 
periodic inventory inspections will help 
to do away with this menace to profits. 

MAINTAIN A SANE CreEpiT Poticy. 
A few good accounts are a far safer 
investment than a multitude of poor 
ones. If a stricter credit policy means 
the loss of a few customers who have 
been irresponsible with their payments, 
then the wholesaler has more than 
gained when he is paid for his sales at 
regular intervals by his reliable ac- 
counts. There is a consequent decrease 
in losses for the wholesaler and the 
manufacturer. An_ indirect benefit 
which such a revised credit policy 
brings about is a restriction of the 
number of “mushroom” retailers and 
contractors entering the industry with- 
out sufficient funds. 


Market Analysis 


1. The electrical wholesaler should 
support the manufacturers’ policies of 
selective distribution by not attempting 
to serve too large a territorv, since his 
services will be weakened and his sales 
will not be as large as if he intensively 
covers a sma'ler area. 

2. The wholesaler should acquaint 
himse!f with the idosyncrasies of his 
different types of customers. He must 
realize that the contractor, retailer, 
and industrial purchaser of electrical 
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products each require different sales 
appeals. He must satisfy their individ- 
ual requirements if he is to sell properly. 


Cooperation With Manufacturers 


The electrical wholesaler must be 
broadminded. He should realize that, 
in most cases, the policies which the 
manufacturer advocates are for the good 
of both the producer and the distributor. 
The wholesaler should maintain ade- 
quate stocks of non-competing products 
and should make use of the manu- 
facturers’ sales promotion efforts. How- 
ever, wholesalers should discourage any 
unethical practices among manufactur- 
ers, since only the. combined efforts 
of the many wholesalers can make guilty 
manufacturers aware that their evil 
practices are condemned. 


Synchronize Sales Efforts 


The electrical wholesaler must syn- 
chronize his own sales efforts with 
those of the manufacturer whose prod- 
ucts he sells. Window and store dis- 
plays are invaluable in the electrical 
wholesale field. In many cases the 
manufacturers of electrical products 
were pioneers in this field of advertis- 
ing, so that a high degree of efficiency 
exists among such mediums. Direct 
mail pieces, supplied by the manufactur- 
er, are often effective. The wholesaler’s 
salesman should use the selling argu- 
ments developed by the manufacturer, 
for the latter is far better acquainted 
with the advantages of his own product. 
Onlv by cooperating with the manu- 
facturer will the wholesaler realize in- 
creased sales for himself. 
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Cooperate With Other 
Wholesalers 


Like most other industries and fields 
of trade, the electrical wholesale trade 
should be one of cooperation within 
itself. The distributor of electrical 
products will find it worth while to 
correlate his activities with those of his 
competitors. Perhaps the greatest ad- 
vantages to be enjoyed from such a 
move are the stabilization of local 
markets, the discouragement of unfair 
trade practices and the development of 
cooperative promotional programs. 


Cooperate With Central Stations 


Wholesalers are usually advised in 
advance by central stations concerning 
any programs which the power com- 
panies are to follow in placing emphasis 
on certain appliances. The wholesaler, 
in turn, should urge his retailers to co- 
ordinate their sales activities with those 
of the utilities. Thus, the wholesaler is 
in a position to control his own turn- 
over of resale merchandise. 


A Program of Specialization 

A market may be divided into several 
distinct parts. Very often, several parts 
of the market may be highly competi- 
tive because other wholesalers are 
directing their campaigns at the same 
target. If one division of the market 
is not as highly competitive as the rest, 
or if the specific wholesaler is in a 
position to serve that portion of the 
market more efficiently than are the 
other distributors—then he will find it 
far more profitable to specialize. In 
the same manner, certain lines are 
peculiar to certain markets, and speciali- 
zation of certain commodities are often 
a chance for real profits. 


Cooperate With Trade 
Associations 


Trade associations are composed of 
members of the trade. Their problems 
are the problems of the trade. By com- 
bined effort and cooperation, detri- 
mental policies can be eliminated and 
sound plans substituted. The active 
support of his trade associatiors, na- 
tional as well as local, is a definite 
responsibility of the electrical whole- 
saler. 
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MEN YOU SHOULD KNOW 





* P.T. BROWN 


President, The Frank M. Brown Co., 


WENTY-FIVE years ago a 

Portland boy of high school 

age received a coveted license 
as commercial radio operator, the 
result of a consuming interest in 
wireless telegraphy and of hours 
upon hours spent in patient de- 
votion to that hobby. This experi- 
mental flair led Philip T. Brown 
up and down the high seas from 
New York to Buenos Aires as a 
radio operator during the World 
War. Later it was to supply the 
impetus which transformed the 
traveling salesman of a wholesale 
paint house into the chief executive 
of an electrical wholesaling estab- 
lishment whose roots go back to 
within a year of the time of Abra- 
ham Lincoln. 

American business history is full 
of such picturesque contrasts and 
interconnected events. Back in 1866 
J. B. Fickett organized a wholesale 
paint house bearing his name in 
Portland. In due course a 15-year 
old lad named Frank M. Brown 
landed a job with the organization 
and, in 1896, the father of Philip 
T. managed to round up enough 
money to buy the business from the 
Fickett heirs. He carried it on as 
a paint house until 1924, building 
a fine name for straightforward 
business dealing and laying the 
foundation for new enterprises. At 
this time a merger blossomed in 
which the Brown organization ac- 
quired the Charles M. Hay Co., 
and with it an electrical department 
of modest size. Thus the elder Mr. 
Brown found himself a part of a 
new industry. 

Philip T., meanwhile, had put in 
three years at Boston University’s 
school of business administration, 
had gone to sea on war duty and 
was now selling paint for the 
family house. Interest, experience 
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Portland, Maine. 


Modern Ideas in 
An Old House 


and inclination met the 
occasion and soon the 
son found himself 
managing the elec- 
trical department in 
new and_ enlarged 
quarters, setting up a 
radio department in 
the sunrise of broad- 
casting and expand- 
ing his electrical sales 
4-fold in 12 years. In 
1924 he was made 
treasurer and, upon 
the death of his father, 
he became president 
of the country’s oldest whole- 
saling firm engaged principally in 
the electrical field. 

Success rests upon many factors, 
but in this case largely upon the 
policy of carrying nothing but high- 
grade products, priced accordingly 
and sold on a quality basis to reliable 
dealers. Appliance and _ supply 
lines have been added as developed. 
“To work hard and keep our eyes 
open is our motto, so far as we 
have any,” according to Mr. Brown. 


66 E believe,” he says, “that the 

development of the electrical 
industry rests upon profitable serv- 
ice at fair prices by every branch 
serving the public. In the common 
market for electrical service the 
manufacturer, wholesaler, con- 
tractor, dealer and utility travel 
roads leading in the same direction. 
None lives unto himself alone. 
Each is entitled to offer his special 
facilities to the industry and to the 
buying public on the basis of a 
reasonable margin above his total 
costs. The day of ‘pulling and 
hauling’ between different branches 


of the industry is rapidly passing. 


“Internal competition within the 
manufacturing, distributing and 


electrical supplies and appliances. 
theless, Philip T. Brown, present head of 
the organization, is typical of the progres- 
sive, younger element that is working for 
better margins and improved service 
through cooperation within the industry 


Established in 1866 as a wholesale paint 
house, the Frank M. Brown Co. is today 
the oldest concern in the country whose 
principal business is the wholesaling of 


Never- 


construction fields does not mean 
unsound conditions so long as it is 
conducted on the basis of supplying 
the public with first-class products 
and services fairly priced. It is a 
wholesome sign that today electrical 
men are devoting themselves to 
constructive work which builds 
business rather than to internal in- 
dustry conflicts.” 

There is something about the 
electrical business that seems to 
multiply interest in life to those 
who serve it. Mr. Brown’s 43rd 
camera rested on his desk as 
these notes were made. He says 
he “swaps ’em” when trading is 
good. Rod and line attract him, 
also motor boating. His private 
radio station enjoys the maximum 
legal power rating and he picks 


up brother operators from New 


Jersey to Australia. Since 80 
per cent of the Brown volume is 
now electrical, Mr. Brown may be 
said to synchronize business and 
recreation upon a common basis of 
interest. 
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P.T. BROWN ©«¢ ©«¢ President, The Frank M. Brown Co., Portland, Maine 
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PROFIT... 
a Couniee 71 lacK 


Packaged to sell — and doing a good job of it. Counter 
displays of the Rubco Line have that added sales appeal 
so necessary, but so seldom found, in silent counter sales- 
men. Help your dealers attack sales resistance of prospec- 
tive customers by the well-known “power of suggestion.” 













Let the U. S. Rubco Line put extra profits in your cash 
drawer. 


Urge your dealers to use this fast selling Rubco Line as 
an introduction to new customers. Increased profits are 
certain if these items are aggressively displayed, and from 
among the new customers there will be many who are 
prospects for more expensive electrical needs and appli- 
ances of all kinds. 


The four cord sets illustrated here will meet every domes- 
tic cord application. The rubber cover makes these cord 
sets Safe — Clean — Non-Fraying — Long-Wearing. The 
“U. S.” name makes them profitable. 
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United States Rubber Company 4 


United States Rubber Products. Inc.. New York. N. Y. 
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U.S. RUBCO HEATER CORD 
SETS IN COLORS 


Rubber covered cord—Safe—Clean— 
Non-fraying —Long-wearing. Attract- 
ively packaged; show-cartons of ten 
sets. 


U.S. RUBCO EXTENSION CORD 


IN COLORS 

Rubber covered ‘‘Zipcord’’.. . flex- 
ible, non-fraying, long-wearing and 
good looking. Non-breaking rubber 
plug. 3-way receptacle. 

Attractively packaged in 9, 15 and 
21 foot lengths; ten sets per counter 
display. 
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U. S. RUBCO REPLACING CORD 
IN COLORS 


With non-breakable rubber plug, 
other end ready for attachment. 

‘“‘Zipcord’’ is long-wearing, neat-ap- 
pearing, sanitary and non-fraying. In 
colors, attractively packaged in lots of 
ten in 9, 15 and 21 foot lengths. 


U.S. RUBCO TROUBLE 
LIGHT 
Oil-resisting, rubber covered, rein- 
forced; for heavy duty. Underwriters’ 
type ‘‘S’’ approval. Non-breakable 
rubber plug; rubber handle. In 20 and 
30 foot lengths. 
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St. Louis Wholesalers 
Hold Annual Outing 


With an afternoon of golf,. dinner and an evening of entertain- 
ment as the attractions, the St. Louis Electrical Wholesalers’ Asso- 
ciation held their annual summer outing recently at Norwood Hills 
Country Club. Manufacturers and their representatives were 
guests. C. E. Vail arranged the details as chairman of the en- 
tertainment committee. 

Surrounding the group photo are snaps of some of the gather- 
ing : 

1. Cliff Williams, Economy Fuse; C. E. Vail, United Electric 
Supply; C. E. Borntraegger, Habirshaw Wire & Cable; R. E. Stew- 
art, Arrow-Hart & Hegeman. 2. Ralph Mungesser, General Elec- 
tric Co., Lamp Div.; R. L. Wildauer, Arrow-Hart & Hegeman, 
Chicago; D. R. Cohen and John Stell, Glasco Electric. 3. Ben H. 
Cohen, Glasco E ic; R. O. Barnes, General Cable; J. R. 
Barsanti, Jefferson Electric; Bob Myer, R. E. Myer. 4. Melvin 


B. Hall, Melvin B. Hall, Inc.; Chester Bolen, Youngstown Sheet 
& Tube. 5. W. F. Peters, R. I. Electric; Monte Smith, Hatfield 
Rubber; Carl Christine, Sec., St. Louis Bd. of Trade; S. C. Lance, 
Brown Supply. 6 R. L. Wildauer, Arrow-Hart & Hegeman, 
Chicago; C. E. Vail, United Electric Supply. 7. J. A. Bush, Melvin 
B. Hall, Inc.; L. A. Doxsee, Crescent Insulated Wire & Cable; 
Ray Stewart, Arrow-Hart & Hegeman; Lester Barrett, Barrett 
Elec. Supply; Cliff Williams, Economy Fuse; C. E. Borntraegger, 
Habirshaw Wire & Cable; Walter Barrett, Barrett Elec. Supply ; 
John Berry, National Electric Products. 8. Geo. Corrao, Graybar 
Electric; A. H.Shirley, General Electric Supply, St. Louis; A. H. 
Kahn, General Electric Supply, Chicago. 9. James Bush, Melville 
B. Hall, Inc.; L. A. Doxsee, Crescent Insulated Wire & Cable; 
John Berry, National Electric Products; Ray Stewart, Arrow-Hart 
& Hegeman; C. E. Vail, United Electric Supply; R. V. Hughes, 
Kopp Glass; Geo. Snarr, Thomas & Betts; H. F. Gerhart, Wood 
& Anderson; Jules Hengsgen, U. S. Rubber. 10. Gilbert McGowen 
Paranite Wire & Cable; C. E. Thomas, Glasco Electric; Shell! 
Foerster, Square D. 11. Harry H. Andrews, Pass & Seymour; 
Jack Williams, Bussmann Mfg.; Fred Walters, Porcelain Products ; 
Al Bolen, Steel & Tubes. 
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Highlights and 
Sidelights 





On to Buffalo! This month all roads lead to Buffalo 
where NEWA will hold its Fall meeting at the Hotel 
Statler on Monday, Tuesday and Wednesday, Septem- 
ber 27, 28 and 29. The sessions have been compressed 
into three days, instead of the usual four, in order to 
allow members to be back at their individual houses on 
the first of the month. 

As usual, the meetings of the various commodity 
committees will be the important feature of the conven- 
tion. Taxes will be a major subject of discussion and, 
undoubtedly, manufacturers will again be urged to pro- 
vide for the wholesaler’s mounting tax burden when 
revising their suggested resale sheets. 

The value of the activities of these committees has 
been effectively demonstrated within the past few 
months when definite recommendations, made by the 
conduit and wire committees at Hot Springs in May, 
have been adopted by manufacturers of these products. 
This is tangible evidence of the splendid work which, 
through its commodity committees, NEWA is doing. 

The value of NEWA to the industry is in direct 
proportion to the extent to which individual whole- 
salers participate in its work. By attending the Buffalo 
convention and actively taking part in its discussions, 
every electrical wholesaler will not only benefit himself, 
he will also strengthen the united front which the 
Association has so effectively developed within recent 
years in seeking the cooperation of the manufacturers 
in the solution of important industry problems. 


Tax Troubles. State sales taxes seem to be adding 
to the wholesaler’s tax worries. A South Bend dis- 
tributor writes as follows concerning Indiana’s gross 
income tax, which levies a $% tax on the wholesaler’s 
gross income, 1% on the retailer's: 

“The tax department has ruled that all sales made 
to consumers are retail sales. Thus we are required to 
pay a 1% tax on all sales to industrials, institutions and 
public bodies, including the state itself. Due to com- 
petition from both within and without the state of 
Indiana, this class of business carries a very small 
margin of profit. We feel that this ruling is unfair and 
that it does not carry out the original intent of the law.” 

Interstate competition only serves to complicate the 
sales tax problem. A Chicago wholesaler recently 
quoted one of his good customers and added the Illinois 
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occupational tax, which was quite the proper thing to 
do. An Indiana house, seeking a foothold with this 
account, also quoted, but for him, it was an interstate 
transaction and no tax was involved. In self protection 
the Illinois wholesaler felt that he must absorb the 
tax, rather than lose the order, with the result that he 
actually incurred a loss on the transaction. 

It has been suggested, because of inequalities such 
as these which apparently cannot be avoided, that state 
and local taxes on sales or gross income or gross re- 
ceipts be prohibited and that this particular form of 
taxation be reserved for the Federal government. In 
view of the two complaints just cited, perhaps such a 
change in our tax structure would be desirable. At 
least, the suggestion appears to deserve serious con- 
sideration. 


Jap Clocks. Synchronous clocks, made in Japan, have 
made their appearance in the New York market. They 
are offered at prices far below the domestic manufac- 
turer’s cost of production. 

Japanese bulbs, bells, tape and wiring devices have 
been on the American market for some time. Although 
these products lack the approval of the underwriters, 
their importers find no difficulty in obtaining distribu- 
tion through certain non-electrical channels. And they 
are being sold at prices which an American manufac- 
turer, who pays wages in accordance with American 
standards of living, finds it impossible to meet or even 
approach. Japanese Christmas tree bulbs, alone, have 
been responsible for the shut-down of at least one 
American plant for the past several years. 

Every purchase of an electrical product made in 
Japan represents a direct loss in wages to deserving 
American workmen. Every such purchase does its bit 
towards slowing down recovery. 

There are two ways of attacking the problem. 1. the 
buying public needs to be told the facts, frequently and 
emphatically. 2. Every group in the electrical trade 
should exert vigorous and continuous pressure on the 
powers at Washington to secure a tariff barrier that 
will effectively protect America’s electrical industry 
from this Japanese invasion. 


An Exploded Theory. It has long been a tradition 
of the wholesaling trade that electric fans cannot be sold 
in any quantity after the Fourth of July. It remained 
for the severe heat of the past summer to effectively 
shatter this theory. July, 1936, was one swell fan 
month. Wholesalers sold out, reordered by express. 
Obsolete numbers, carried for several years, were 
moved off the shelves and, despite humidity and tem- 
perature, wholesalers wore broad smiles of contentment 
—fans were selling in July. 
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Profitable Servicing 
of Refrigerators 





(Continued from page 11) 


a call with consequent saving of time. 

In addition to the stock of parts and 
a complete tool kit, each man carries a 
pad of service bills and a supply of 4 x 
4 cards, numbered in series. The cards 
are sent to headquarters, bearing a re- 
port of each call made. They provide 
data on the serial and model number 
of the box, the installation date, the 
place of installation, the name of the 
service man, the nature of the com- 
plaint, the time spent on the box, space 
for noting any past due amount that 
should be collected, the work done and 
the date of the call, and other informa- 
tion relating to the status of the work 
—whether C.O.D., charge, under serv- 
ice contract, under guaranty, etc. 

There are four copies to each service 
bill—one goes to the customer; one to 
the office; one to the service manager’s 
department and one is a replacement 
and service copy. This goes to the 
shipping room as authority to replenish 
the stock in the service man’s car. 
Unless the box being serviced is still 
under the warranty or covered by 
service contract, the service bill is pre- 
sented on the job by the service man. 
With a few exceptions, the work of 
the department is on a strictly cash 
basis. Even service contracts are pay- 
able annually in advance or on a quar- 
terly basis in advance. 

The bill itself lists every available 
bit of information, including all num- 
bers of parts replaced and those in- 
stalled. There is also provision for 
listing the general condition of the 
box before and after servicing. Two 
columns headed “was” and “now” call 
for information on discharge pressure, 
suction pressure, room _ temperature, 
center shelf, top sleeve temperature, 
frost on cooling unit, condenser clean, 
air circulation and cooling unit level 
at the time of the service man’s arrival 
and after he makes repairs or adjust- 
ments. 

It is easy to realize from this des- 
cription of his duties that the field man 
must be far more than a mechanic. 
The completeness and accuracy of his 
reports; his ability to get the support 
of the superintendents and if possible 
to get them to take an active interest 
in the boxes is as important to the 
success of the plan as is his ability to 
find and remedy trouble quickly ‘and 
accurately. 

Emergency service is maintained on 
a 24 hour basis—gas leaks constituting 
the emergency. The men take turns 
at this job, doubling up on territories 
so that each man is on call only one 
week out of three. On the inside of 
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each box is a sticker which lists a 
phone number for night calls. An ar- 
rangement with the telephone company 
makes it unnecessary to keep an opera- 
tor on all night at the Latham offices. 
A telephone company operator answers 
the call and jots down the necessary 
information. She knows which man 
is on duty that week in that territory, 
and so promptly relays the message. 

The operating head of this depart- 
ment literally has at his finger tips 
complete information about every 
apartment house box that the company 
has ever sold. There is a card for 
each box in each apartment building. 

These are grouped together by 
apartments. The apartments in turn 
are grouped by boroughs of the city. 
Each card contains the following facts: 
Address of the apartment house and 
number of apartment; model of box 
and date installed; if there is a con- 
tract under which it is being serviced, 
date and type of contract and finally a 
complete history of all the service calls 
with dates and work done. In other 
words each card is a case history of 
each box. All this information can 
easily be kept on a single card, one 
lapping over the other so that only 
the apartment number is visible. This 
permits immediate identification and 
yet takes up a minimum of room. As 
a matter of fact, the entire set of 
records, covering every apartment 
house box sold by E. B. Latham is 
grouped around two desks, where the 
man in charge and his assistant have but 
to reach out their hands to get the 
necessary information. 

The service bills and the trouble 
cards which are sent in by the field 
men provide the office with the bulk of 
this information. Trouble cards are 
all numbered. When a call comes in 
to the office, one of these is sent out 





to a field man, listing, among other 
things, the reported trouble. This card 
can readily be followed up as the office 
has a record of the number and to 
whom it was sent for attention. The 
office also has a complete record of 
every box so that it is a matter of only 
a few seconds to determine whether 
there should be a service bill on the 
call. 

The inside service organization is 
held accountable also for every move 
they make. Parts on boxes still under 
warranty, of course, are removed in 
their entirety and replaced with a new 
unit from the service man’s car. The 
old unit is brought to the office and 
exchanged for another new one to re- 
place the one installed. Attached to the 
returned part is a card bearing the 
complete story including the date of 
its removal, the trouble, the number 
of the part that replaced it, and a record 
of any previous trouble calls on the 
same piece of apparatus. This is then 
shipped back to the factory for re- 
placement. The office has a copy of all 
of this information. 

Parts that are no longer under war- 
ranty are repaired if possible and re- 
conditioned for later installation in 
some similar box. The repair and parts 
department occupies a room about 15 
x 25 feet. The stock of spare parts 
covers all makes and models. At the 
last inventory, it totalled $15,000. 

This department is also well staffed 
with men who are more than routine 
mechanics. They are constantly seek- 
ing to cut corners, thus lowering costs 
and improving service. As we were 
walking around inspecting the stock 
of parts, Mr. Latham discovered a 
large stock of cans of lye. Inquiry 
revealed that there had been complaints 
about the necessary discharge of re- 
frigerator gas out apartment house 





+In The Rhineland City of America live these four men who make their 


living working for Welsbach Sales Co. 
Stroube, lines up at the counter with three of his employees. 
Mr. Stroube stands O. Swisshelm, counter sales. 


The firm’s president, H. L. 
Next to 
Bob Williams, another 


inside salesman, comes next and at the right, W. J. “Bill” King of the 


outside sales department. 
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Tenants on other floors ob- 
After experimentation, it was 


windows. 
jected. 

found that the gas could be discharged 
into a pail, filled with water and lye, 


with scarcely any odor. Accordingly 
a supply of lye was ordered and each 
service man was given a supply for 
his car. 

As we have pointed out, the focal 
point of all of this information is the 
service manager’s desk. There it is 
consolidated and used to make the de- 
partment’s operations profitable. It 
takes only a quick glance at a card, for 
instance, to tell that a box has had 
more service calls than are normally 
required. Further investigation may 
indicate that an entire new unit should 
be installed in order to cut down the 
expense of service. Or if a particular 
part is getting out of order regularly, 
it quickly appears on the records and 
orders may be issued to replace it. 

Excess service calls in some apart- 
ments may quickly be traced to an 
abuse of the service contract. A num- 
ber of emergency calls may be put 
through whenever the party wants to 
make sure they get immediate atten- 
tion, although no emergency exists. 
This appears on the reports and further 
expense is eliminated, because emer- 
gency calls are treated as normal calls 
thereafter. This gives some indication 
of the way such a detailed system of 
control can keep costs down. 

A strict policy is maintained on ex- 
piring service contracts. All service 
then goes immediately on a_ regular 
charge basis for labor and parts. No 
exceptions are made to this rule, even 
though only a few days may elapse be- 
tween the expiration and the renewal of 
the contract and a call for service may 
fall in between. Where a service call 
is not paid for immediately, the apart- 
ment is put on the blacklist and no 
further work is done until the charge 
is honored. 

The dealer set-up necessarily is quite 
different. The dealer, himself, takes 
the responsibility for service. A few 
exceptions have been made to this rule 
but they have all been special cases and 
have been covered by a special con- 
tract. Either they were particularly 
good dealers to get and they couldn’t be 
sold without the service provision or 
they were in a location where Latham 
already had a heavy coverage in apart- 
ments, and the service accordingly 
could be handled at a minimum of cost. 

Although no hard and fast rules are 
laid down covering a dealer’s provisions 
for rendering service, the company 
strongly urges that a man be hired for 
this job. Latham agrees to train him 
thoroughly for his work. Each spring 
and fall the company conducts a train- 
ing school for these men. Whether 
they hire a special man or not, each 
dealer is required to send some repre- 
sentative to these meetings. The course 
ends with a practical examination. Each 
one is given a box with a kink in it. 





+ Past and Present get together at the ninth annual outing of the Electrica! 


Associates Club held at Staten Island early in June. 
head of the club (left), was visiting in New York. 
of the organization, stands on the right. 


los Angeles. 


The accuracy and speed with which he 
diagnoses the trouble determines his 
standing in the examination. 

In some cases, dealers have found it 
profitable to get together and use one 
service man for a particular territory. 
This cuts down their cost, and if they 
do not try to cover too much ground, 
provides adequate service. 

In the main, E. B. Latham’s service 
relations with dealers are largely ad- 
visory. Naturally, they stand behind 
the warranty, returning the defective 
parts to the factory, and passing on 
the labor allowance to the dealer. They 
do their best to educate the dealer’s 
men and they attempt to pass on such 
features of their control system as a 
dealer can readily adapt to his own 
business. 

3ut operating a refrigerator service 
shop for a profit apparently permits of 
no remote control. Every box, every 
part and every dollar that is spent must 
be closely watched. Every detail of 
operation must be carefully noted. It is 
rigid adherence to these Spartan rules 
that has put E. B. Latham’s shop on 
the right side of the ledger. 


Time Payments Extended To 
Radio Service Men 


Announcement of a convenient time 
payment plan whereby radio service 
men may purchase test equipment with 
a small down payment and pay the re- 
mainder over a 12 month period has 
been made by the parts Division of 
RCA. Under the new plan service men 
may acquire high quality test equipment 
and pay for it with the increased earn- 
ings which ownership of it should bring. 
A booklet describing the plan in detail 
with the exact terms for all equipment is 
avaliable to all distributors of RCA 
parts. 
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A. S. DeVeau, former 
W. A. Treadwell, president 


Mr. DeVeau is now in business in 


H. J. Mandernach Joins 


G.E. Field Staff 


The appointment of H. J. Mander- 
nach as district sales representative, 
with headquarters in Detroit, has been 
announced by General Electric’s radio 
division, Bridgeport, Conn. Mr. Man- 
dernach spent 13 years as a sales repre- 
sentative of the RCA Mfg. Co., and for 
the past six years has served as that 
company’s district manager at Cleve- 
land. He was formerly connected for 
eight years with the Manhattan Electric 
Supply Co., Chicago. 


Servicemen’s Business Book 


Now Available Through RCA 


The first authoritative volume to an- 
alyze and explain the best known 
methods and procedure of conducting a 
radio service business has just been 
released by RCA under the title “Radio 
Service Business Methods.” 

This 220-page volume, the most com- 
plete treatment of the subject ever 
published, was co-authored by John F. 
Rider, widely known radio service ex- 
pert, and J. Van Newenhizen, radio 
auditor and accountant, after a lengthy 
and comprehensive survey of thousands 
of service businesses. The book dis- 
cusses such important topics as A Profit 
On Your Investment ; What To Charge; 
Simplified Records and Bookkeeping 
and others closely allied with the con- 
duct of a thriving service business. 
Primarily, the authors seek to help the 
radio service engineer, unfamiliar with 
bookkeeping, maintain an orderly ac- 
counting system which will keep him 
constantly informed of his financial 
progress with the minimum expenditure 
of time and effort. 

All service engineers may obtain a 
copy of Rider-Newenhizen’s “Business 
Methods” by special arrangement with 
either RCA tube or parts distributors. 
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Trade Associations 





North Central Wholesalers 
Elect New Officers 


At a recent meeting of the North 
Central Electrical Wholesalers Associa- 
tion officers for the ensuing year were 
elected. The members, assembled in one 
of the rooms of the St. Paul Athletic 
Club, named D. E. Ford of Northland 
Electric Supply Co., Minneapolis, as 
president. W. E. Stephenson was 
elected vice-president. Mr. Stephenson 
is with Sterling Electric Co. of the same 
city. The office of secretary-treasurer 
is handled by W. E. Carlson, Midwest 
Electric Co., Minneapolis. 


« 
Pacific Division, NEWA, Plans 
Fall Meeting in October 
Del Monte, Calif., has been selected 


by the Pacitic Division, NEWA, for 
its Fall meeting, which will be held 
October 12-14. 

* 


Buffalo League to Stage 
Electrical Exhibition 

Plans for the 1936 electrical show in 
Buffalo, to be sponsored jointly by the 
Electrical League of the Niagara Fron- 
tier and the Buffalo Evening News, are 
progressing rapidly. The show will be 
held in the 106th Armory during the 
week of September 26. 

According to present indications, the 
record of 120,000 attendance set last 
year, will be exceeded. Among the 
wholesalers .in the Buffalo area who 
took part in last year’s show were: 
General Electric Supply Corp., Graybar 
Electric Co., McCarthy Bros. & Ford, 
H. I. Sackett Electric Co., L. A. Wool- 
ley, Inc. 


IES Lamp Makers Form 
New Association 

IES lamp manufacturers have formed 
a new national organization known as 
the Association of Better Sight IES 
Lamp Makers. The organization was 
perfected at a dinner meeting of the 
group held during the Chicago Lamp 
Show in July. 

Membership is confined to those man- 
ufacturers making certified lamps, and 
the aims and purposes of the Associa- 
tion are to cooperate more closely with 
the Better Light—Better Sight move- 
ment, the Illuminating Engineering 
Society and the Electric Testing Labo- 
ratories. 

Approximately 40 manufacturers were 
present and the following officers were 
elected: Milton C. Levy, president; 
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F. A. Schwartz, vice-president, and 


Albert Rinsberger, treasurer. 


20 Gauge Wire Not Approved 
For Portable Lamps 


Rubber-sheathed cord, similar in ap- 
pearance to rubber-sheathed lamp cord, 
but having 20 gauge conductors instead 
of 18 gauge, was approved some months 
ago by Underwriters’ Laboratories for 
use in Christmas tree lighting sets. The 
International Association of Electrical 
Inspectors points out that this wire is 
not approved for use on portable lamps 
and does not carry Underwriters’ 
Laboratories bracelet label. It is 
slightly smaller in dimensions than the 
standard POSJ type. 


Certificate Plan Boosts 
Appliance Sales 


Farsighted wholesalers reaped big 
rewards in California recently when 
they tied in with the merchandise cer- 
tificate plan of the Coast Counties Gas 
& Electric Co., results of which have 
been summarized showing merchandise 
sales totalling $49,830. Wholesalers, 
manufacturers and dealers cooperated 
with the utility in advertising, special 
demonstrations and sales plans. 

Under the certificate scheme, each 
customer of the utility was given a 
certificate equal in value to one-half of 
one month’s bill, redeemable in elec- 
trical appliances or lamps at any ac- 
credited dealer in electrical wares. The 
certificate could be used as cash in full 
or part payment on any electrical 
appliance. 








To wholesalers who saw the plan’s 
possibilities went big rewards for hard 
work on dealer sales. Total appliances 
sold numbered 6,280, while 7,292 cus- 
tomers purchased Mazda lamps. This 
unique plan whereby the utility paid 
its customers a “dividend” pushed the 
volume of dealer sales to 15 times the 
average for the same months in previ- 
ous years, and benefited those whole- 
salers who followed through on the 
campaign. 

« 


Kansas City Association 
Plans Trade Show 


With an entire floor of the Hotel 
President reserved, the Electric & Radio 
Association of Kansas City will hold a 
trade show on October 22 and 23. The 
Association held a very successful affair 
of this kind last year. 

The decision to stage the event this 
year instead of 1937, as originally con- 
templated, was largely brought about by 
the desire to capitalize on the growing 
need and opportunities for industrial 
modernization and rehabilitation. This 
year’s show is expected to exceed the 
one of last year in every way. A larger 
amount of space has already been 
reserved. 

e 


Shulman Opens Office As 
Manufacturers’ Agent 


Herman Shulman, formerly Eastern 
sales manager for the Eagle Electric 
Mfg. Co., has entered business as manu- 
facturers’ agent with offices at 264 
Canal St., New York City. At present 
he is representing the New York Solder 
Co., Glad Rag Products Co. and the Rex 
Electric Mfg. Corp. He has contracted 
for the entire output of the later or- 
ganization to be sold throughout the 
United States and Canada. The com- 


pany makes a popular priced line of 
porable desk lamps and wiring device 
specialties. 


J 
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+ Man, It Was Hot and the stockmen at August H. Meyer Co., Oshkosh, 


Wis., were properly shirtless in their effort to keep things moving. 


m. &. 


Schultz, secretary, was in the warehouse at the time, so joined the lineup. 
Next to Mr. Schultz is William Klitzke, custodian of that department, and 
his assistant, Howard Goff stands with hands in his hip pockets. 
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pning one self-locking screw permits you to lift out the 


witch assembly for easy installing, pulling wires, etc. 















SWITCH 


Fs modern; it's good-looking; it has 


























ry desirable feature needed for 
Dead- 
. silver-plated 


dern service requirements.... 
Mn! construction . . 
Mtocts... positive make and break 
. facilities for locking in either on 
hoff position . .. entire assembly 


@ily removed. 30 amps. capacity, 





e, grounded neutral. 


4334H15 has complete dead-front construction — for 
safety. Main and range switch pull-outs are non-inter- 
changeable, constructed of tough C-H Thermoplax insu- 
lating material and employing contacts of ample current- 
carrying capacity with heavy fuse clips—they guarantee 


trouble-proof performance. 


Other features are, briefly: solderless terminals with 
slotted hex-head screws; solid porcelain barriers between 
terminals prevent short circuits; fuse-test holes (you don't 
interrupt service); the tough, durable case is finished in 
C-H mar-proof black; ample wiring space on all sides; 
plenty of knockouts conveniently placed (meter twist-out 
at top available). Rating: 60 amp. capacity main and 
range switches with 4 branch circuits, 35 amp. tap for 
extra distribution panel or hot-water heater. The 30 amp. 
terminals have the easy-to-wire C-H holes. CUTLER- 
HAMMER, Inc., Pioneer Manufacturers of Electric Control 
Apparatus, 1327 St. Paul Avenue, Milwaukee, Wisconsin. 
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Announcement About... 


CURTIS Specal 
TRADE-IN Ciper 


The big news “breaks!” Every merchant who opens his 
September business paper will see the Curtis announcement 
shown to the left. Mr. Wholesaler, this means business for 
you... the electrical contractor-dealers and central stations 
have been waiting for just such a break to stimulate show 
window lighting business. They look to you for adequate 
stocks and quick delivery. e Prepare yourself for this occasion 
... Check up on your stocks of X-Ray Golden Armored Show 
Window Reflectors, particularly the featured numbers... 
400 - 410 - 420 - 500 - 510 - 530 - 900 and 1010. These are 
the numbers on which Curtis authorizes a $1.00 trade-in 
allowance (from current published catalog prices) on every 
old show window reflector, regardless of age, make, size or 
condition. @e Naturally, every merchant who has been hold- 
ing out because of price will respond to this offer. Hundreds 
of others who are modernization minded will also act on this 
deal. Your dealers and contractors will need quick service... 
Put your stocks in shape lest their patronage goes elsewhere. 
Make your wants known. We can cooperate with you promptly. 




























Cellophane Used To Insulate 
Motors, Cables, Cords 


One of the most sought after im- 
provements in electrical motor design 
has been accomplished in the finding 
of a new use for Cellophane, brand of 
cellulose film, it is announced by the 
Du Pont Cellophane Co. It is simply 
that of putting the same “turns of cop- 
per” in space. This accomplish- 
ment is possible by insulating the wire 
with this cellulose film. 

“Cellophane” comes in a_ thickness 
considerably less than one-thousandths 
of an inch and can be made into small 
ribbons, ranging from one-thirty-second 
to one-fourth of an inch in width and 
put up in packages like silk and cot- 
ton yarn. These packages are used 
on wire insulating machines which spin 
the wrapper around the wire thousands 
of times a minute, laying it on with 
mathematical accuracy. Special adhe- 
sive assures a permanent bond and a 
top dress of lacquer completes the job. 

Following laboratory tests, actual use 
of this type of insulated wire proved 
its physical efficiency for insulation pur- 
and, in addition, showed a 28 
per cent time saving on the first re- 
winding over the wires insulated with 
cotton. The newly insulated wire, 
which was the same copper gauge as 
that insulated with cotton, also occu- 
pied less space, and being much 
smoother was laid in the coils or slots 
more readily. 

In actual performance, the motors 
with wiring insulated with Cellophane, 


less 


pose Ss 








+ Cheerful is J. A. Erbstoeszer, gen- 
eral manager of J. J. Koepsell Co., 
Sheboygan, Wis. Business is moving 
along in grand style; the firm sold 
all the fans they could obtain; poli- 


ticians will be airing their views 
loudly and at great length this fall, 
so radios should move well; build- 
ing has picked up .... no wonder 
Mr. Erbstoeszer flashes that grand 
smile. 
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+ Ready For The Next One. Orders 


are coming in such encouraging 
volume for the Kandel Brothers, 
Middletown, N. Y., that quarters 
which they recently took over on 
the outskirts of town are already be- 
coming cramped. Ephraim Kandel, 
who operates the business in part- 
nership with his brother, Judah, 
paused behind the counter for this 
picture. 


showed that the new type of insulation 
permits quicker dissipation of heat gen- 
erated in the windings and a higher 
resistance to excessive temperatures 
than other types of insulation. Also, 
other demonstrations showed such out- 
standing resistance to corrosion that 
this type of insulated wire was adopted 
in one instance for all replacements 
and made a part of the new motor 
specifications. 

Two other recent adoptions of Cello- 
phane in connection with wire are in 
use in the electric cords for household 
lamps and for cable used chiefly by 
industry. In the former usage, the 
Underwriters’ Laboratory specifications 
for rubber-covered wire call for a “sep- 
arator” between the wire and the rub- 
ber. This is to add insulation quali- 
ties and more particularly the ability 
to “strip” the ends for connections with- 
out damaging the tiny strands. As 
cellulose film is included in these spe- 
cifications, household electric cords are 
now appearing with such insulation. 

In industrial cables this type of ma- 
terial has beén found of special value 
because of the many advantages it of- 


fers. In addition to its space-saving 
and its resistance to corrosion, as a 


printed tape laid inside the cable, it 
serves aS a permanent oil and stain- 
proof identification of the particular 
make and the year of manufacture. 


Color strands also identify circuits. 
Overlays act as “dams” to prevent 
saturating compounds from striking 


through and, as a tape, it bands multi- 
conductor cable units together for sub- 
sequent cable assembly operations. 


Suggestions For Simplifying 
Trade Practice Procedure 

A plan for “Simplification of Volun- 
tary Agreements on Unfair Trade 
Practices” has been made public by 
the committee on unfair trade prac- 
tices’ of the business advisory council 
for the Department of Commerce, of 
which Lincoln Filene is chairman. The 
document describes a method for: 

1. Reducing to a minimum complica- 
tions experienced in arranging volun- 
tary joint agreements between a multi- 
tude of separate classes of manufac- 
turers, wholesalers and retailers. 

2. Enforcing effectively the 
against unfair trade practices. 

3. Enabling trade associations to ac- 
complish “self government in business.” 

4, Eliminating the delays and confu- 
sion caused by including in the same 
agreement, clauses relating to labor and 
to unfdir trade practices. 

The plan points out that approxi- 
mately 1,500,000 retailers, 160,000 
wholesalers, and 175,000 manufacturers 
constitute the principal business groups 
in the United States, and that “quite 
evidently it will be a serious matter 
(probably impossible) to obtain the ad- 
herence of so great a number of retail- 
ers to the voluntary agreements between 
them and the wholesalers, and between 
these two groups and the manufactur- 
ers, each reflecting the idiosyncrasy of 
a particular group. Hence, only one 
form is provided for the use of all 
kinds of retailers, wholesalers and man- 
ufacturers in the correction of unfair 
trade practices.” 

(Continued on page 36) 


rules 








Frank W. 


+In Wisconsin Now. 
Roepke has charge of the electric 


supply department at Morley- 
Murphy Co., Green Bay. Frank is 
well known to the electrical men of 
Chicago for he was with the old 
Electric Appliance Co. and later 
operated his own wholesaling house 
on Jefferson St. 
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LaMAR LAG FUSES 
AND LINKS 
GREATER PROTECTION - REDUCED OPERATING COST: 


Ov products have been in use continuously by many of the nation's 
leading industrials for many years and have never failed to live up 
to the high standards for which they are designed. 


Long life and uniform protection is assured by the generous use of brass, 
copper and horn hard fibre. NO IRON PARTS OF ANY KIND ARE 
USED IN LaMAR LAG FUSES. They operate cooler and consequently 
last longer. Easy to renew, easy to clean and are positively interchange- 
able with all bare link type renewable fuses. 


Wholesalers everywhere are enjoying increased fuse sales thru ready 
acceptability by the users. Just study the pictures on the opposite page 
together with the pictures of the truly ONE-PIECE LINKS. Can't you see 

why these products are easy to sell? Compare with other makes. 


ALL SALES RESISTANCE IS CUT TO A MINIMUM BY 
THE SALE OF LaMAR LAG FUSES AND 
ONL LaMAR LAG LINKS. 
Y ONE 






LAG LINK 


Unb. LAB. 
INSP. 


250 V. 















Great Western Fuse Company 


GENERAL OFFICE 
1435-36 Chrysler Building New York City 
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LaMAR LAG LINKS 


are of special design and are composed of 
a scientifically treated metal. They meet all 
Lag requirements and specifications, and are 
standard and interchangeable. They will 
protect the circuit against dangerous over- 
loads and also from useless shut-downs 
caused by harmless overloads and surges. 
They blow safely and promptly on short 
circuits. They will save you both time and 
money by eliminating unnecessary shut- 
downs. They are the result of 26 years of 
scientific development and research. 


UNDERWRITERS’ LABORATORIES 
INSPECTED 


All Standard Sizes 
250 volts and 600 volts 


LAMAR _LAGLINK 
PAT. UNO.LAB. 
PEND. InsP. 
600A.fmm| 250 V 
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Tested Merchandising Ideas 





Radio Dealer Trades Leads 
With Repair Shop 


A reciprocity arrangement with an 
auto repair shop has been a good busi- 
ness builder for a radio sales and service 
shop in an Eastern city. The idea grew 
out of the fact that the owner of the 
radio business was at one time engaged 
in the auto repair field. Some time 
ago, he approached one of his friends 
in the auto repair business with the sug- 
gestion that they keep a mutual eye 
open for business that each could send 
to the other. 

When he sells and installs an auto 
radio, the dealer takes note of needed 
repairs or adjustments to the car. Being 
familiar with the work, he can talk 
intelligently and consequently his sug- 
gestions are listened to with interest. 
He suggests his friend as the best place 
to have this work done and if there is a 
show of interest, offers to call up and 
get an estimate or have the auto 
mechanic come and look at the car. 

His friend operates in the same man- 
ner. Car owners that come to him with 
auto radios that are not working as they 
should, are referred to the radio dealer. 
If the owner has no voluntary comment 
on poor operation, some excuse is found 
to test the set for possible faulty opera- 
tion. Owners without radios are 
sounded out on the subject. If interested, 
the dealer is put on their trail. 

Both parties to this arrangement have 
complete confidence in each other. With 
this is mixed tact and good sense. The 
result is a substantial volume of busi- 
ness for both—business that probably 
would not have come to either without 
the help of the other. 


Puts Puppies in Window 
To Attract Crowds 


Noting that the better pet shops 
always have an attentive audience in 
front of the windows, a dealer in IIli- 
nois borrowed a lively litter a short 
time ago and installed them comfort- 
ably in a portion of his own window. 

On each side and in back of the 
walled-in pups was a carefully arranged 
display of a line of major appliances 
handled by the dealer. On a card, 
placed so that the gaping passers-by 
could not fail to read it was this mes- 
sage: “No doubt, these Boston bull pups 
all look pretty much alike to you, but 
one of them will probably become a 
champion. A group of various makes 
of washers or refrigerators looks pretty 
much the same, but you'll find a cham- 
pion among them, too. That’s why we 
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Which the 
wholesaler’s 
salesman 
can pass on 
to his dealers 











handle the — line. Step in, and let us 
prove it with a demonstration.” 

Close by was another sign, stating 
that the pups were the property of the 
— Pet Shop, located at —. Informa- 
tion about them, so the sign declared, 
could be had inside, or at the pet shop 
itself. This extra display and free adver- 
tising made the pet shop quite willing to 
lend the puppies for a short period. 

As expected the puppies drew good 
audiences to the windows. While there, 
folks looked over the appliance display 
as well. Some went in to talk business ; 
others called the attraction to the atten- 
tion of their friends. But few passed 
by without noting the store and _ its 
merchandise. 


Baby Bottle Gifts Help 
Sell Appliances 


A Mid-West electrical dealer has 
found that cultivating the new arrivals 
in a family is a profitable venture. The 
daily reports of births in the local paper 
supply the leads. 

A few days after the notice appears, 
he sends a card offering one or two 
baby bottles to the parents if they will 
call at the store for the gift within the 
next six weeks. A corner of his store 
contains a special display of bottle 
warmers, heating pads, sun lamps, small 
washers, and other electrical appliances 
that might be helpful to a mother in 
caring for a baby. It is in this corner 
that the free bottles are given away. 

Quite often, the mother voluntarily be- 
comes interested in one of the items 
while she waits for her gift. In other 
instances, the dealer tactfully attempts 
to arouse her interest. Even if he does 
not make a sale, he succeeds in putting 
some sales literature into her hand and 
paves the way for a later call. 

Quite naturally, this free bottle plan 
is a great stimulant to the sale of bottle 
warmers. But it moves a_ substantial 
number of the more expensive items 
too. 


Models Compete In Novel 
Ironer Demonstration 


Living models are employed by a 
large New York State dealer in his 
efforts to dramatize the time and labor- 
saving inherent in an ironer. Once a 
week, in the store, he features ironer 
demonstrations. Cards of invitation, 
sent to a select list of prospects, insure 
a good gathering. As an added induce- 
ment he offers refreshments. 

Two carefully trained women put on 
the demonstration. One, attired in the 
ordinary clothes of the housewife of 
some years back, toils with an iron 
on an jroning board. The other, 
dressed in the modern manner, sits at 
ease at the ironer. 

The pile of clothes that each is work- 
ing on are identical in every respect. 
They are in the same order so that the 
audience is well aware of the saving of 
time and effort which the ironer pro- 
vides. As each piece is finished, it 
is hung in a prominent place so that the 
quality of workmanship in both cases 
may be compared. 

The various points of superiority 
of the ironer are brought out as the 
demonstration progresses. As soon as 
the demonstrator on the ironer is fin- 
ished and while the woman at the 
ironing board is still hard at work, the 
refreshments are served. This helps to 
put across, in a subtle yet effective 
manner, the increased leisure and en- 
joyment which the ironer makes _pos- 
sible. The refreshments also serve to 
advertise several of the small appliances 
which the dealer handles, as the sand- 
wich grills and the coffee makers are 
used in full view of the visitors. 


Best Player Trophy Enlists 
Aid of Students 


A ten dollar bill spent for a trophy 
once a year is paying dividends to a 
dealer in a Michigan town. Each fall he 
gives a cup to the student in the local 
high school who is voted by his team- 
mates to be the most valuable member 
of the football team. 

The trophy stands among the ap- 
pliances in his window for some time 
during the season. He builds additional 
good will by including notices of forth- 
coming games in the display. In addi- 
tion to the attention which it creates for 
his merchandise, tthe youngsters ap- 
preciate his interest in them and go out 
of their way to steer family business in 
his direction. 
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@ The conduit system which encloses electrical wiring is only as 
resistant to the attack of rust and corrosion as its weakest point. 
With this thought in mind, ELECTRUNITE Steeltubes is processed 
to insure UNIFORM protection at every point. 























The electric resistance welded steel tubing is, in itself, resistant to 
corrosion. To increase this resistance, a tight coating of zinc is applied 
uniformly to every part of the surface by an exclusive electrical 
method. In this way the positive protection of zinc is evenly distri- 
buted—not unnecessarily heavy here or dangerously thin there. 


The coating is remarkably smooth and tight. It will not flake or 
crack under severe bending. And, because ELECTRUNITE Steel- 
tubes is threadless, there are no threads to cut—no damage to the 
protective coating at boxes and connections nor from. pipe 
wrenches—vices or dies. 


Thus, when you sell genuine ELECTRUNITE Steeltubes, you 
insure long life in the electrical system through positive, uniform 
protection against rust and corrosion. You place in the hands of 
the contractor a product that costs no more than imitation brands, 
yet enables him to submit lower bids and enjoy increased profits. 
In addition, you gain the good-will of both owner and contractor 
and profit through their purchases of other wiring supplies and 
fixtures. Further information will be sent upon request. 


SUBSIDIARY OF 


LREPUBL! 


CORPORATION 




















Llectrical Division 


Steel and Tubes Are 


WORLI EST PRODUCER (¢ 


EVELAND .... 6m ©o 
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Suggestions For Simplifying 
Trade Practice Procedure 
(Continued from page 28) 

The plan “fulfills in the simplest man- 
ner possible the objective which has 
been before us for several years :—that 
is, by enabling all classes of business 
men,—manutacturers, wholesalers and 
retailers,—to attach their signatures 
in the form of a voluntary joint agree- 
ment to the same list of unfair trade 
practices. These practices already have 
been declared unlawful by the courts 

and they can be enforced by the 
Federal Trade Commission.” 

The 17 unfair trade practices in com- 
merce named by the committee have 
been abstracted from trade practice 
conierences of the Federal Trade Com- 
mission and are embodied in an agree- 
ment suggested by the committee which 
is signed by the officers and members 
of trade associations and in which they 
agrec with the officers and members 
of other associations, signatories to the 
agreement, in the enforcement of these 
rules. 

The committee points out that since, 
‘Past experience has demonstrated that 
a trade association executive should not 
be expected to report trade practice 
violations by a member of his own asso- 
ciation in such a way as to lead to 
an effective enforcement, a much more 
effective enforcement can be obtained 
through having: 

Retailers’ violations reported by 
wholesalers and manufacturers; 





+ In Between Conferences, H. F. 
Williams, manager of the Westing- 
house Electric Supply Co. branch at 
Albany, N. Y. takes a few moments 
of ease at the expense of a Westing- 
house radio. At the time this picture 
was taken, Mr. Williams had just 
returned from an eastern district 
sales conference at Briarcliff Lodge, 
Briarcliff, N. Y. with a head full 
of new products, new plans and new 
enthusiasms. 
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+Step Right Up Mr. Contractor 
and place your order.’ Mrs. R. J. 
Donnelly assists her husband in the 
operation of the Standard Electrical 
Supply Co., Newburgh, N. Y. When 
Mr. Donnelly is out looking for 
business Mrs. Donnelly is “head 
man.” And she knows her job. 
She can discuss products and instal- 
lation problems to the full satisfac- 
tion of any of her customers. 


Wholesalers’ violations reported by 
retailers and manufacturers; 

Manufacturers’ violations reported by 
retailers and wholesalers. 

A limited number of copies of this 
publication may be obtained from G. H. 
Paine, executive for the committee on 
unfair trade practices, Department of 
Commerce Bldg., Washington, D. C. 


Not In The Sales-Manual 
BY FRED DAVIS 


“That winds up my part,” tri- 
umphantly announced the retail sales- 
man to Joe Peddlar, wholesaler-sales- 
man, who was calling upon him. “A 
good job done.” 

“Are you sure?” anxiously queried 
Joe. 

“Of course. The appliance is sold. 
The installation is arranged. The boys 
will see to that. It is a short job. 
Everything is practically over but the 


billing,” replied the appliance sales- 
man. 

“When did you go after the job?” 
asked Joe. 


“We don’t have to go after sales. 
We let them come to us. We get a tip 
from a friend and call up the party. 
They generally come and let us show it 
to them,” smiled the man. 

“If you ask me,” insisted Joe, “I’ll 
say that you didn’t start right and you 
haven't finished. It is all very well to 
get what you can easily, but the wide 
awake man today is not sitting tight and 
waiting for customers. 


He is out looking for business. Some 
even go to the fellow who is building, 
or remodelling and sell him so that he 
will have a place picked out in the new 
layout. Get your lines built into the 
specifications. Then, when you have 
the installation, it fits.” 

“Then you are done,” decided the 
retail man. 

“Then you are not done, not if you 
are on your toes. Follow through. See 
that you get a chance to inspect the de- 
vice often and to service it. There are 
a great many dollars left in the device 
after the installation. Why let some- 
one else have them?” concluded Joe. 

“T guess you are right,” agreed the 
appliance man. “I never thought of 
that. Live and learn.” 


General Electric Organizes 
Product Division 


General Elecric Co.’s air conditioning 
department, at Bloomfield, N. J., an- 
nounces the organization of a new prod- 
uct division. The new division, estab- 
lished to handle all matters pertaining 
to the installation and servicing of Gen- 
eral Electric air conditioning products, 
will enable the personnel of the com- 
mercial engineering division, which for- 
merly handled such matters, to devote 
its entire time to problems related to 
the sale and promotion of air condition- 
ing equipment, 

Samuel Martin, Jr., has been appoint- 
ed manager of the newly organized 
division. A graduate of the University 
of Pennsylvania, he joined the air con- 
ditioning department in 1932, shortly 
after its organization. 





Sam 
Schuster of the Lappin Electric Co., 


+ Merchandise Salesman 
Milwaukee, chooses for a_ back- 
ground one of the firm’s refrigerator 
models. Sam enjoyed a good refrig- 
erator season and is all enthused 
about the radio line. 
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U.S. LETTERS PATENT NUMBERS: 
1,772,436 1,765,000 


1,410,790 1,536,549 
OTHER PATENTS PENDING 








BUILDING WIRE 


combines the advantages of SAFECOTE Braid with 
HAZARD’S well known 4 grades of Insulation... 


1, Hazacode, higher in quality than the usual run of 
“Code” wire. 2 Intermediate, (25% rubber) tougher 
and more elastic. 3, Standard, (30% or “Perfor- 
mance” insulation) high mechanical, chemical and 
electrical qualities. 4, Performite, (super-aging insula- 


tion) more resistant to the effects of heat and mois- 





ture and age. 


Hazard Building 
Wire Book No. 
125, containing 


This combination of modern braid finish with an 


old well-known insulation makes a building wire that 











interesting infor- 
cee SOF on lasts as long as the building itself. Use Hazard Fire- 
request. 
krome Safecote and forget your wiring problems. 
Division of The Okonite Company, WORKS: WILKES-BARRE, PA. 
Sales Offices: 
New York Chicago Philadelphia Pittsburgh Buffalo Boston 
Atlanta Seattle Dallas San Francisco Los Angeles 
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Wholesaler Activities 





Westinghouse Supply Holds 
Eastern Sales Meeting 


Over 200 executives and salesmen of 
the Eastern district office of the West- 
inghouse Electric Supply Co., assembled 
at Briarcliff Lodge, Briarcliff, N. Y., 
for a sales conference from July 31 to 


August 2. There were morning and 
evening sessions with the afternoons 


devoted to recreation. 

Representatives of the manufacturing 
company were there to explain new 
products and new sales plans. H. B. 
Tompkins, Eastern district manager, 
presided at the gathering. 


American Electric Plays Host 
To Contractors and Dealers 


In cooperation with Anaconda, Apple- 
ton, Benjamin, Bussman, Hart & 
Hegeman, Square D and Steel & Tubes, 
the American Electric Co. staged an 
electrical exhibit in the Crystal Room 
of the Robidoux Hotel, St. Joseph, Mo., 
July 10. 

Approximately 200 contractors, deal- 
ers and industrial plant engineers came 
from four states to view the exhibits, 
consume the “Dutch” lunch and watch 
the boxing bouts. The high light of 
the evening was the presentation of a 
deluxe golf club, made of wire, conduit 
and fittings and surmounted by a flood 
light for night playing, to H. C. Korns 
of Korns Electric Co., St. Joseph. 


“Mass. Gas” Opens 
Brockton Store 


The Mass. Gas & Electric Light 
Supply Co., Boston, has opened a new 
store at 59 Center St., Brockton, to 
facilitate service in the Cape Cod terri- 
tory. The new quarters occupy one 
story and a basement, with a total floor 
space of about 5,600 sq. ft., and excellent 
parking area at the rear. Walter 
Phillips, for the past seven years a 
member of the headquarters sales force 
at Boston, has been appointed manager 
of the new branch. The company now 
operates houses in Boston, Malden and 
Watertown in addition to the new Cape 
branch. 


Changes in Organization 
Of G.E. Supply 


W. R. Craw, formerly district operat- 
ing manager at New York, has been 
appointed district auditor and W. H. 
Tucker, formerly service supervisor, has 
been made district service manager of 
the General Electric Supply Corp. 
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M. A. Quinn succeeds Tucker as serv- 
ice supervisor. 

R. E. Hunting has resigned as dis- 
trict manager of appliance sales at Phila- 
delphia and R. L. Holmes is no longer 
acting as branch sales manager at Man- 
chester, N. H. 

At Tampa, R. J. Brindell has been 
appointed branch manager. 


Midwest Electric Increases 
**Man Power”’ 


Midwest Electric Co., Minneapolis, 
has recently added several new em- 
ployees. W. W. Hodge, who formerly 
operated a contracting firm in Medford, 
Wis., has been added to the sales staff 
handling all lines. H. J. Stone is a new 
salesman in the fixture department, 
Frank Natalie and Edward E. Skogs- 
berg are new faces in the stock room. 
Another stenographer, Charlotte Aldes, 
has also been added. 


Personnel Changes At 
Marshall-W ells 


H. A. Dowe, who formerly headed 
up the electrical department at the 
Duluth house of Marshall-Wells Co., 
has been transferred to the Spokane, 
Wash. branch as manager of sporting 
goods and cutlery. 

At the main house in Duluth, R. A. 
Sorenson, head of the auto accessories 
department, now has electrical supplies 
under his direction. Assisting Mr. 
Sorenson is H. G. Melin. 








+A New House, Roden Electrical 
Supply Co., was opened in Knox- 


ville, last winter and here are 
three of the mainstays. President 
H. D. Roden, left, has been in the 
business for 17 years. The gen- 
tleman in the center, S. C. Mc- 
Camy, secretary, has 15 years of 
wholesaling experience behind him. 
So has I. F. Jones, a member of 
the sales force. 


Small appliances have been trans- 
ferred to the house furnishing depart- 
ment, under the supervision of Ira 
Watson. Major appliances are handled 
by Mr. McCormack. 


Personnel Increase At 
Lappin Electric 


Gerald D. Lappin, Joseph Donnelly, 
George Clifford and Milton Costello are 
the latest gentlemen added to the force 
of Lappin Electric Co., Milwaukee. 
Gerald Lappin has charge of sales and 
advertising; Mr. Donnelly is contacting 
refrigerator and radio accounts in the 
northern territory and George Clifford 
calls on the same class of trade in the 
southern district. In that same district 
Costello is calling on supply accounts. 


Cooper Electric Supply Moves 


Cooper Electric Supply Co. has moved 
to 1027-29 Washington St., Boston. 
They were formerly located at 1109 
Washington St. 


Belmont Corp. Adds 
Radio Parts 


In order to serve radio dealers and 
servicemen in the territory of its St. 
Paul house, the Belmont Corp. will 
stock a complete line of radio parts. 
This newly created department is 
headed by Jerry Kasberg, formerly 
connected with the Duluth branch. 


Graybar Moves to New 
San Diego Home 


Graybar Electric Co. has moved to 
new and modern quarters at Market 
and First Sts., San Diego, Cal. They 
were formerly located at 751 Seventh 
Ave. Robert T. Redfield will continue 
as manager of the branch with Ralph 
R. Jameson as service supervisor. 


G.E. Distributors Return 
To “The Island’ 


For the first time in several years, 
Camp Merchandise, annual summer sales 
conference of General Electric distribu- 
tors, was held at Association Island, 
in Lake Ontario, July 26-29. 

Modern wiring, the “The American 
Home” activity, laundry equipment, 
radio, traffic appliances, all-electric kit- 
chens, refrigerators, vacuum cleaners, 
central station activity, department store 
sales, advertising and sales promotion 
were discussed by the various section 
heads of the General Electric merchan- 
dise department. 

Western distributors assembled in 
Cleveland on July 25 and traveled to the 
camp in special Pullmans. 
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W. A. Roosevelt Handling 
Refrigerator Parts 


The W. A. Roosevelt Co., La Crosse, 
Wis., is now distributing valves, fittings 
and refrigerants, and will take on addi- 
tional refrigerator parts as the demand 
increases. 


Graybar Honors Employees 
For Long Service 


Ten employees of the Graybar Electric 
Co. received recognition for service in 
the 20, 25 and 30 year brackets last 
month. 

Frank H. Caestecker, manager of the 
Grand Rapids house since 1926, com- 
pleted his 25th year. He started as an 
office boy with the Western Electric 
Co. in Chicago; received his training 
there and then was transferred to Grand 
Rapids in 1920, becoming manager in 
1926. 

James H. Kelly, sales manager at 
Seattle, and Floyd G. Caldwell, manager 
at Houston, received the 30 year award. 
Mr. Kelly has been sales manager at 
Seattle for 12 years. He started with 
the company in San Francisco, going to 
Seattle, then on to Tacoma and in 1924 
back to Seattle as sales manager. 

Floyd G. Caldwell has been manager 
at Houston since 1926. He started with 
the company at the Kansas City offices; 
was transferred to Dallas in 1909 and 
to Houston in 1912. He was put in 
charge there in 1921 and made manager 
in 1926. 

Three others received the 30 year 
award: Robert F. Young, assistant serv- 
ice manager at Chicago; Forrest J. 
Kelly, city counter man at Detroit, and 
Tillie Kaiser, typist at New York 

Among those in the 20 year group are: 
John H. McDonnell, salesman at Phila- 
delphia; Frank M. Weber, quotation 








* Everything’s Rosy apparently for 
Joe F. Denton, counter man, Mc- 
Nish-Frye Electric Co., Nashville. 
Work must agree with Joe for 
wholesalers are stepping along in 
that city and McNish-Frye is no 
exception. 


clerk at Kansas City; Ulysses G. Good- 
man, quotation clerk at Los Angeles, 
and Walter K. Means, salesman at Los 
Angeles. 

e 


Hardware & Supply Branch 
Installs Showroom 


A showroom that will effectively dis- 
play Crosley refrigerators, radios and 
washers as well as plumbing fixtures is 
being installed at the Massillon, Ohio 
branch of the Hardware & Supply Co., 
according to Hoyt O. Smith, manager 
of this Akron firm. 

The display, which is being arranged 
as a convenience to the company’s trade 
in the vicinity, will be under the direc- 
tion of Frank Ceckler, manager of the 
branch. Cards of introduction will be 
furnished to authorized dealers for use 
by their customers. 

. 


Canadian Wholesale 
Expands 


MacLennan, McFeely & Prior, Ltd., 
have purchased property on the south- 
west corner of Powell and Columbia 
Sts., Vancouver, B. C. and plan the 
erection of an additional warehouse on 
this site. The property is adjacent to 
the headquarters of this large wholesale 
hardware, electrical, sporting goods and 
ship’s chandlery establishment. 


First Half of Year Advanced 
Radio Sales To New High 


Rising for the fourth consecutive 
year, retail sales of radios established 
a new peak in both units and dollar 
value during the first six months of 
1936, by surpassing the all-time high 
recorded for the year preceding. Gains 
ranged all the way from 10 to 50 per 
cent, with the average increase esti- 
mated at 15 to 30 per cent over the 
comparative 1935 figures. Some dis- 
tributors of the leading makes reported 
sales up 75 to 100 per cent from 1935, 
with June and July volume ahead by 150 
per cent. 

Floor and console models of the better 
qualities comprised the bulk of the 
volume, as interest in midget and cheap 
table sets waned. The increase in auto- 
mobile radios was abrupt, running from 
30 up to 150 per cent. The rise in the 
sales of battery sets to farm districts, 
where electric power is not available, 
was nearly as large, exceeding the 1935 
total by 25 to 100 per cent. Since May, 
demand has turned markedly stronger 
for the radio-phonograph combinations 
in the special period designs. 

Engineering skill has reached its 
most advanced degree of perfection in 
both the dial and design of the new 1937 
lines. Higher fidelity and more faithful 
reproduction have _ been achieved 
through automatic frequency controls, 
volume expansion, and variable-selec- 
tivity circuits. For ease in tuning, 
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+ With Everything Looking Up, 
Sam Goler, president and treasurer 
of the Mid-Hudson Electric Supply 
Corp., thought it would be appro- 
priate to get into the spirit of the 
thing and look up, too, when he was 
snapped in his office at Poughkeep- 


sie, N. Y. Remodelling, with new 
lighting in the van, seems to be ac- 
counting for a large percentage of 
the business. 





practically all sets in the higher-priced 
ranges, and many in the medium ones, 
have been equipped with cathode-ray 
tuning indicators. 

Considering the array of new features 
which have been incorporated in 1937 
models, prices of radios are the lowest 
in the history of the industry. These 
innumerable improvements plus the ad- 
ditional tubes included with some sets, 
practically amount to a drop in price, 
as consumers now receive more for each 
dollar spent on the same type of set than 
they did a year ago. 

Even on old models, prices 
constant since the first of the 
the exception of reductions made to 
move excess stocks. On some of the 
better-grade sets, for which demand ran 
ahead of the supply, minor upward re- 
visions have been made. Following the 
reduction on metal tubes on June 1, 
some of the manufacturers lowered quo- 
tations on octal-base glass tubes. 

Wholesale collections have been better 
by 8 to 10 per cent than a year ago, 
while installment accounts generally 
were in the best condition since 1929. 
Repossessions have been the fewest on 
record. Most of the manufacturers 
reported payments as good to excellent, 
with a decided improvement over the 
1935 status. These were some of the 
major developments revealed by a 
survey of the radio industry, which has 
just been completed by Dun & Brad- 
street, Inc. 


have been 
year, with 


Protective Supply Installs 
Sprinkler System 


A sprinkler system has just been in- 
stalled throughout their entire building 
by the Protective Electrical Supply Co., 
Fort Wayne, Ind. 
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No amount of Advertising...no 


amount of Salesmanship ... will 


gain you a single customer un- 


less that customer has confidence 


in you and in the goods you sell 


American Steel & Wire Company 
Anaconda Wire & Cable Company 
The M. B. Austin Company 
Bishop Wire & Cable Corporation 
Clifton Conduit Company 

Collyer Insulated Wire Company 


General Cable Corporation 
General Electric Company 
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2 stathese leading wire manufacturers 


Habirshaw Cable & Wire Corporation 
Hazard Insulated Wire Works Div. Okonite Co. 
| National Electric Products Corporation 
Paranite Wire & Cable Company 
Providence Insulated Wire Company 
John A. Roebling’s Sons Company 
#Simplex Wire & Cable Company 
Triangle Conduit & Cable Company, Ine. 
United States Rubber Products, Inc. 


“ 
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U.S. LETTERS PATENT NUMBERS: 
1,635,829 1,772,436 1,765,000 
1,798,486 1,410,790 1,536,549 

OTHER PATENTS PENDING 


INSIST UPON GENUINE SAFECOTE 
FOR YOUR PROTECTION 


mew 


SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
SAFECOTE PERFORMANCE SPECIFICATIONS UPON REQUEST 


GEORGE C. RICHARDS, LICENSOR'S AGENT 
155 EAST 44th STREET, NEW YORK CITY 




















































Personals 





E. H. DaAntzt, Jr., formerly a clerk 
with the Mills & Lupton Supply Co., 
Chattanooga, Tenn., is now being initi- 
ated into the art of selling. Harvey 
JERNIGAN, JR., who has been driving a 
truck for the company, has joined the 
inside organization as a clerk. 


J. W. (Britt) Harziee and C. E. 
CLISSON are newcomers to the West- 
inghouse Electric Supply Co., Miami. 
Harllee is engaged in stock control 
work and Glisson is a warehouse clerk. 


W. Burke and O. SEymMour have been 
added to the sales force of the Buffalo 
branch of the Wehle Electric Co. H. 
WatserR has joined the inside force 
there. J. DONLON is a new inside man 


at the Rochester branch. 


C. W. KeENNEway is specializing on 
sales and ventilating equipment for 
Crannell, Nugent & Kranzer, New York 
City. 


R. V. MacDona.p, Kansas City dis- 
trict manager, appliance and merchan- 
dise department, General Electric Co., 
has been transferred to the St. Louis 
office. 


Tom Brpper is now special repre- 
sentative with the Triangle Conduit & 
Cable Co., Brooklyn. He is engaged 
in sales promotion work. 


\W. H. Wixcox, formerly associated 
with the General Electric Supply Corp., 
has joined the sales force of the Baitin- 
ger Electric Co., New York City. He 
will cover the contractor trade. 


R. F. OBer is now traveling for the 
Hartford branch of the Graybar Elec- 
tric Co. He is covering the northern 
Connecticut territory. 


FRANK REYNOLDs has been promoted 
by Graybar’s Milwaukee house to head 
of merchandise sales. Succeeding 
Frank in his former job as city sales- 
man is L. J. O’BrrEN who was trans- 
ferred from Grand Rapids, Mich. 


HENRY GEUSSENHEINER, one time 
hardware dealer, has been added to the 
territory sales force of the J. J. Koep- 
sell Co., Sheboygan, Wis. 


Rosert LvuEBKE is the fellow now re- 
sponsible for the warehouse at the Ap- 
pleton, Wis., branch of General Electric 
Supply Corp. 


Cecit SEARLE has joined the sales 
staff of Kelley-How-Thomson Co. trav- 
eling out of the Billings, Mont., house. 
Cecil is handling refrigeration and radio 
accounts primarily. 


EMMETT J. Berray has moved from 
Minneapolis to Duluth where he is cov- 
ering the country territory for General 
Electric Supply Corp. 
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Ep J. JuNGBAUER and LESTER EL- 
STEAD recently joined the sales force of 
Northland Electric Supply Co., Minne- 
apolis. Jungbauer was with Westing- 
house Electric Supply Co. of that city 
previously, and Elstead operated a con- 
tracting concern. 


WILLIAM WINTHEISER and JoE WaG- 
NER are now drawing their paychecks 
from Peerless Electric Co., Minneapo- 
lis. Bill, a city salesman, formerly 
worked for the Westinghouse Electric 
Supply Co. Joe hasn’t been in the 
wholesaling game for several years. 


GoprrEy Horm is now in the stock 
room of Blaine Electric Co., St. Paul. 
He hails from the contracting field, 
previously working for Pioneer Electric 
Co. of that city. 


Tuurston C. PILsBury is now serv- 
ing as counter man at the Pittsfield 
branch of the Oakes Electrical Supply 
Co. 

E. J. Kerry has joined the Globe 
Electric Co., Seattle, Wash., as a sales- 
man and will cover the city territory. 
He was formerly associated with the 
General Electric Supply Corp. 


Government Housing Project 


Buys 1278 Electric Ranges 


The sale of 1278 electric ranges for 
installation at PWA’s Techwood and 
University slum clearance projects at 
Atlanta, through the Georgia Power 
Co. has just been announced by the 
Westinghouse Electric & Mfg. Co. 
Initial shipments of the first 600 ranges 
are now being made to the Georgia 
Power Co., which will direct and super- 
vise their installation. The remainder 
of 678 units will be installed upon com- 
pletion of the second housing develop- 
ment. 





+Nothing Like The Sun to bring 


two salesmen and a_ purchasing 
agent out in the open. One of 
the salesmen and the buyer are on 
home ground. J. E. “Bud” Whit- 
field, center, is the visitor. He 
represents Appleton Electric. V. 
M. Sinclair, left, is purchasing 
agent for Johnson Electric Sup- 
ply Co., Cincinnati and Lou Hoff- 
man is one of that firm’s salesmen. 








+Too Much Flash to suit F. EF. 
Kilander, vice-president, South 
Bend (Ind.) Electric Co. The 
firm’s president, W. J. Manby, was 
looking in the other direction. The 
supply business is good there, ac- 
cording to Mr. Manby and the 
fact that the local utility is chang- 
ing to outside meters has helped 
to make it better. 





More Price Reductions 


On Mazda Lamps 


An all over reduction of more than 
10 per cent in the list price of seven 
inside-frosted silvered bowl Mazda 
lamps and 12 large-size lamps designed 
for spotlight, floodlighting, and motion 
picture production service, has been an- 
nounced by the incandescent lamp de- 
partment of General Electric Co. 

Prices of popular types of Mazda 
automobile lamps have also been 
reduced approximately 13 per cent. 
This will amount to a saving of from 
two to five cents in the purchase price 
of these lamps, which include bulbs for 
headlight purposes on all cars, both old 
and new, and for stoplight and parking. 
The reductions were effective Septem- 
ber 1. 


McCall’s Magazine Plans 
Appliance Articles 

Two articles of interest to the elec- 
trical trade and their customers will be 
published in the October issue of 
McCall's Magazine. Miss Emma Mau- 
rice Tighe, home service director of 
the Edison Electric Illuminating Com- 


pany of Boston, working with the 
McCall kitchen, presents an article, 
“How’s Your Coffee?”, which tells 


housewives how they can make a per- 
fect cup of coffee. Coffee making in 
percolators and glass coffee makers are 
helpfully discussed. 

Useful in the selling of electric hot 
water heaters is an article by McCall’s 
associate editor, Kathleen Robertson, 
entitled, “Everybody Can Have Hot 
Water.” Miss Robertson shows not 
only the importance of having a constant 
source of hot water for bathing, clothes 
washing, dish washing and general uses, 
but also how easy it is to secure a mod- 
ern water heater. 
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COLORT OP 


AMERICA’S ARISTOCRAT OF PLUG FUSES 


THE COLOR TELLS SIZE 


Easy Selection Quick Inspection iggy 
Instructive to User “San 


@ Shock and Vent-Proof Top 


¢ Cadmium Plated Metal Parts for 
better Contact 


® Finest Domestic Porcelain 
(No Carbonizing) 
@ Large Center Contact 
© All Soldered Connections 
e Finest Material and Workmanship 
® Guaranteed Clear Window 
® Accurate and Dependable 


@ Packed in neat 5-unit cartons— 
10 cartons to attractive display 
box 


@ Each fuse bears Underwriters’ 


Label 


YEAR arter YEAR 
meiaiie MILLIONS UPON MILLIONS 


on RS bah 105? SELL BECAUSE THEY TELL 


Request 


TRICO FUSE MFG. CO. Dept. K. MILWAUKEE, WIS., U. S. A. 
In Canada—IRVING SMITH & CO., MONTREAL 


RENEWABLE FUSES 


WITH 


COLORTOP {| OPTO-MATIC NON-INTERCHANGEABLE | ONE-TIME DRIP-DROP | KLIPLOK 
FUSES OILERS PULLERS TAMPER-PROOF FUSES OILERS CLAMPS 


COLOR SAVE OIL AND NON- POWDER-PACKED BUILT FOR | SAVE OIL AND] SAVE FUSES 
TELLS SIZE BEARINGS BREAKABLE ELEMENTS SERVICE BEARINGS | AND CLIPS 


PREFERRED FOR QUALITY 
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Turnbull Directs Hotpoint Sales, 
New Policy on Specialty Lines 

The withdrawal of Hotpoint refriger- 
ators and home laundry equipment from 
the appliance lines marketed by General 
Electric’s appliance and merchandise 
department was announced at the 
company’s recent Camp Merchandising 
conference at Association Island, Hen- 
derson Harbor, N. Y. 

Concurrently, George A. Hughes, 
president of the Edison General Electric 





R. W. Turnbull 


Appliance Co., Chicago, announced that 
company’s decentralization and reorgani- 
zation as a company acting independent- 
ly in the specialty appliance field. This 
new organization will assume responsi- 
bility for the sale of a Hotpoint specialty 
appliance line, which will include new 
and improved refrigerat ors and home 
laundry equipment in addition to the 
ranges, water heaters and dishwashers. 

The line will be marketed through 
independent wholesale distributing chan- 
nels, the Hotpoint field organization, the 
oldest in the industry, already covering 
the country through 11 district offices. 
To this organization will be added the 
refrigeration and laundry sales organi- 
zations, to further augment the field 
service now rendered to distributors. 

The election of R. W. Turnbull, 
formerly manager of the G.E. traffic 
appliance sales division, as a member of 
the board of directors and as_ vice- 
president and general sales manager of 
the new Hotpoint organization, was also 
announced by Mr. Hughes. 

Mr. Turnbull, in his new capacity, 
gives the organization the benefit of 26 
years’ association with the electrical 
appliance business. He began his career 
with the Southern California Edison 
Co. in 1910. The following year he 
joined the Pacific Electric Heating Co.., 
Ontario, Cal., original manufacturers of 
Hotpoint products. In 1912, he entered 
the employ of the General Electric Co., 


46 


as Pacific coast heating device specialist, 
continuing in that position until 1917, 
when he was granted a leave of absence 
to enter the army air service. 

On January 1, 1918, the G.E. heating 
device section was merged with the 
Hotpoint Electric Heating Co. and the 
Hughes Electric Heating Co. to form 
the Edison Electric Appliance Co. Mr. 
Turnbull returned to the new company 
in 1919 and was placed in charge of 
Pacific northwest sales. In 1924, he was 
made manager of the entire Pacific coast 
district, with headquarters at San 
Francisco. 

In 1931, Mr. Turnbull was called to 
Chicago to become vice-president in 
charge of sales, a position he held until 
the traffic appliance business was moved 
to the G.E. merchandise department at 
Bridgeport in 1932, where he assumed 
the position of assistant appliance sales 
manager. In November, 1935, he was 
appointed manager of the traffic ap- 
pliance sales division, continuing in that 
capacity until the present time. 


Johnson Directs Chicago Sales 
For Curtis Lighting 

Curtis Lighting, Inc., Chicago, an- 
nounces the appointment of Charles E. 
Johnson, formerly advertising - sales 
promotion manager, as Chicago sales 
manager, in charge of all sales activities 
in Chicago proper and_— suburban 
territory. 





Chas. E. Johnson 


“Charlie” Johnson has to his credit a 
wide and varied experience in sales 
work, gained both in the United States 
and Canada. The early sales activities 
of Curtis Lighting of Canada were 
directed by him and after his return to 
the Chicago headquarters, Mr. Johnson 
took over the national sales promotion 
work. 


McKibbin Heads Sales Promotion 
For Westinghouse 


J. M. McKibbin has been appointed 
manager of a newly created sales promo- 
tion department according to an an- 
nouncement by N. G. Symonds, vice- 
president in charge of sales, ot the 
Westinghouse Electric & Mfg. Co. All 
apparatus sales promotion operations 
excepting those of the company’s 
merchandising department will be co- 
ordinated under the new department’s 
management and the activities of district 
office sales promotion managers will be 
directed by Mr. McKibbin. There will 
be no change in the advertising depart- 
ment now under the management of 
R. R. Davis. 

Mr. McKibbin has been associated 
with Westinghouse since 1920 and has 
been sales promotion manager of the 
Cleveland, Detroit and Pittsburgh sales 
offices. He has been especially success- 
ful in organizing a system of coordin- 
ating and ‘directing sales of industrial 
equipment through dealer and distrib- 
utor outlets. 


New Triangle Vice-presidents 

Triangle Conduit & Cable Co., 
Brooklyn, N. Y., has announced the 
appointment of Julian A. Hawks as 
vice-president in charge of sales east of 
Denver; C. C. Hillis as vice-president 
in charge of sales in the San Francisco 
area and Frederick Palmer as_ vice- 
president in charge of production. Mr. 
Hawks was formerly managing director 
of the Eastern Electrical Wholesalers 
Association, and secretary of the Na- 
tional Council of Electrical Wholesalers 
Associations. Mr. Hillis has been in 
charge of the company’s San Francisco 
office and Mr. Palmer has been produc- 
tion manager for the company since its 
inception. 

~ 


Emerson Announces Changes 
In Sales Personnel 


The Emerson Electric Mfg. Co., St. 
Louis, has made the following promo- 
tions recently in its sales organization: 

R. E. Otto, from assistant manager 
to manager of motor sales; John Wright 
from assistant manager to manager of 
fan sales; O. D. Metz, from manager of 
New York office to assistant manager of 
motor sales; Val J. Maurer, from sales 
staff to manager of New York office; 
and A. E. Harwood, from the com- 
mercial engineering division at St. Louis 
to the motor sales staff of the New York 
office. 

© 


Hermes With Dumore 


Since the first of July, W. J. Hermes 
has been representing the Dumore Co., 
builders of precision grinders, tools and 
universal motors, in the metropolitan 
New York area. Mr. Hermes is located 
at 100 Varick St., New York. 
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N E W ...». INDIRECT LIGHTING 


WITH G-E SILVERED BOWL MAZDA LAMPS 





The draughting room of the Dorr Engineering Co., New York City, is 
lighted with 61 Curtis L’Or-Ray luminaires and 300-watt G-E Silvered 
he bowl. Available in Bowl Mazpa lamps. This lighting provides approximately 30 footcandles. 


G-E Silvered Bowl Mazpa lamps are 
regular Mazpa lamps with a coating of 
“mirror” silver on th 

sizes from 60 up to 500 watts. 





G-E Silvered Bowl Mazpa lamps provide electrical wholesalers a new tool 
for selling and installing indirect lighting in office buildings, stores, shops, NEW LOW PRICES ON G-E 
schools, and public buildings. SILVERED BOWL MAZDA LAMPS 


These lamps permit the lighting fixture to become a dress or shield which 
may be styled in a variety of designs to suit the architectural or decorative 
scheme. Thus they are helpful in eae lighting where form, size and 


Effective September Ist 


appearance of fixtures may be problems. Watts Were Now 
In old indirect lighting fixtures whose reflecting surfaces have deteriorated, 60 $ 50 $ 45 
° . ° e e e P ° i‘ DP ew @ e 

or in semi-indirect units in which the size of the lamp used is already up to 

the limit of brightness comfortable to the eye, G-E Silvered Bowl Mazpa 75 70 60 

lamps may prove an economical means of meeting the demand for better 

lighting. In indirect units, these new lamps quickly restore initial efficiency. 100 70 60 

In some types of semi-indirect fixtures, they permit larger lamps to be 

used with comfort. 150 80 70 

For complete details, write to the G-E Lamp Division serving vou, or 

write to Dept. 166, General Electric Company, Nela Park, Cleveland. O. 200 1.10 -95 
300 1.60 1.45 
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Ss" ... stock...and sell the new, complete line 
of Proctor Styled for Service appliances. 

Styled for Service is more than a slogan—it means 
smart appearance accomplished without sacrificing 
Proctor principles of convenience, comfort, economy 
and — above all — performance. Proctor appliances 
are the products of heat control specialists. 

There is an exclusive, ingenious feature in each 
low price iron, wafer and toaster; a price advantage 
in every quality leader, a great value in all Proctor 
products, regardless of price. 

Write for more complete information on Proctor 
plans, products, promotions and profits. 


@ SEPTEMBER is the month for irons. Push Proctor 
Irons with the 30-day free trial, money-back guar- 
antee and $1 trade-in allowance or other of the 
many attractive Proctor combination offers. 
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@ OCTOBER is National Electric Buffet Service 
Month. Offer a new Proctor Egg Cooker (List 
$3.95) for $1.00 with the purchase of any Proctor 
buffet service appliance. See “Special October Offer’. 


@ NOVEMBER — the turkey month brings your big- 
gest opportunity of the year for ROAST-OR-GRILLE 
sales. Take advantage of Proctor special promotions 
that talk turkey to your customers. 


@ DECEMBER — and CHRISTMAS. Proctor appli- 
ances make ideal gifts. With the complete Proctor 





line and its wide range of styles and prices to choose 
from, shoppers’ worries end in your store. 


@ EVERY MONTH — let Proctor pace your sales 
with special seasonable promotion that will sell in 
the window, on the counter, in the newspapers, 
over the air and through the mail. 
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YOU PROFIT BY THESE PROCTOR DEALS 


Deal A—ROAST-OR-GRILLE (Ties in with Proctor’s No- 
vember Promotion). BUY 2 PROCTOR ROAST-OR- 
GRILLES and GET 1 for your own family for only $10. 
(Only one deal per dealer). 


Deal B— PROCTOR IRONS (Ties in with Proctor’s Septem- 
ber Promotion). BUY an assortment of six PROCTOR 
irons—GET a PROCTOR Snap-Stand Speed Iron for 
your family’s use for only $3.18. (Only one deal per dealer). 


Deal C—FREE TOASTER TRAY SET (Ties in with Proctor’s 
October National Buffet Service Month Promotion). BUY 
an assortment of six PROCTOR buffet service appliances 
and GET /ree a Model #14 PROCTOR TOASTER TRAY 
SET. (List $8 when sold with toaster). (Unlimited num- 
ber of deals per dealer). 
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SPECIAL 
OCTOBER OFFER 


During October—National Electric Buffet Service 
Month—offer your customers a new PROCTOR 
EGG COOKER (Value $3.95) for $1.00, with 
the purchase of any Proctor Buffet Service 
Appliance. Proctor dealers may purchase any 
quantity at $1.00 each net. Order NOW for 
October delivery from your jobber. 








PROCTOR & SCHWARTZ ELECTRIC COMPANY 
7th STREET and TABOR ROAD, PHILADELPHIA 


1 

Gentlemen: I 

1. Kindly send me details of Proctor’s Deal A []), | 
Deal B (_], Deal C (2). 

2. Send me complete selling details of PROCTOR, | 
IRONS (], TOASTERS (], TOASTER TRAY 
SETS (], WAFFLERS (J, ROAST-OR-GRILLES [_], i 
the entire PROCTOR LINE [7]. i 


BO OO ee ee ee 
Rae enc ee ie ee 
(Full Address)... ae ae 
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+ East Greets West as the S. S. 
Hamburg leaves at midnight on a 
mid-summer trip to Europe. To be 
more specific, E. E. Potter, eastern 
sales manager of the Incandescent 
Lamp department of the General 
Electric Co., extends best wishes for 
a safe and pleasant journey to N. H. 
Boynton (left), western sales man- 
ager for the department. While on 
the continent, Mr. Boynton and his 
family attended the Olympic Games. 


Erie Malleable Iron 


Reorganizes 


The District Court of the United 
States for the Western District of Penn- 
sylvania has terminated the receivership 
of the Erie Malleable Iron Co., manu- 
facturers of “Kondu” fittings. The com- 
pany has been reorganized with Enoch 
C. Filer as president; Charles G. Strick- 
land, vice-president; J. H. Redhead, ex- 
ecutive vice-president and general man- 
ager and Ray H. Eisenlord, secretary 
and treasurer. Mr. Redhead will be in 
active charge of the business. 

Directors elected include: Archibald 
Brown, Charles H. English, Enoch C. 
Filer, Robert H. McCarter, A. W. 
Mitchell, Joseph Roebling and Charles 
G. Strickland. 


Standard Electric Stove 
Enlarges Quarters 


Due to increased business, the Stand- 
ard Electric Stove Co. has leased the 
adjoining building, thus increasing the 
floor space approximately 20 per cent. 
The additional space will be used for the 
expansion of the fabricating, welding and 

ven assembly department. 


Kelvinator Appoints 
New Distributors 


Nine new distributors for the com- 
mercial line have been appointed by 
Kelvinator Corp. according to an an- 
nouncement by J. A. Harlan, manager, 
commercial sales. 
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These new distributors include: Gam- 
bill Co., Chicago; Nichols Brothers, 
Adrian, Michigan; The Electric Supply 
Co., Corpus Christi, Texas; R. W. 
Barnes, San Antonio, Texas; Southern 
Equipment Co., San Antonio, Texas; 
The New York State Electric and Gas 
Co., Binghamton, N. Y.; F. H. Higgins, 
Ithaca, N. Y.; Newport Coal Co., New- 
port, R. I.; A. H. Lumm Co., Toledo, 
Ohio. 


Home Lighting Expert 
Joins Westinghouse 

Miss Myrtle Fahsbender, former 
home lighting consultant of the Chicago 
Lighting Institute, has joined the West- 
inghouse Lamp Co., Bloomfield, N. J., 
to supervise all home lighting activities 
of the commercial engineering depart- 
ment. 


O’Donnell Now In Boston 


John J. O’Donnell has been appointed 
New England sales representative of 
the U. S. Electrical Mfg. Co., of Los 
Angeles, with headquarters at 25 Hunt- 
ington Ave., Boston. He succeeds C. F. 
Poirier, following three years’ service in 
the New Jersey-Delaware area. 


Colored Hardware Sets 
For Refrigerators 


To harmonize with the brightly- 
colored kitchen utensils of the modern 
kitchen, Kelvinator dealers are now 
offering sets of hardware which will fit 
the refrigerator into the color scheme. 
Each set includes a brilliantly enameled 
door handle and harmonizing caps for 
the peaks of the door hinges. 








New Distributors For 
Fairbanks-Morse 


The home appliance division of Fair- 
hanks-Morse & Co. has appointed the 
following new distributors, according to 
an announcement by W. Paul Jones, gen- 
eral manager of the division: 

C. Kurtzmann & Co., Buffalo, N. Y.; 
Farrar-Brown, Portland, Maine; The 
Olmsted Co., Syracuse, N. Y.; R. B. 
Wall Co., Wilkes-Barre, Pa. 


New Publications 


ILLUMINATION HANpBooK. Revised 
Edition. Westinghouse Lamp Co., 
Bloomfield, N. J., 10 cents. Popularity 
of an authentic source of lighting facts 
which can be carried conveniently, has 
led to a new and up-to-the-minute edi- 
tion of the Illumination Handbook by 
the Westinghouse Lamp Co. Lighting 
men by their endless requests have 
shown the value of such a booklet. This 
new edition provides a mass of detailed 
information of specialized fields of illum- 
ination. Where the earlier edition con- 
tained but two sections the new contains 
seven sections, some of which are new, 
others of which are elaborations. Among 
the new sections are one on sign light- 
ing, street and highway practice and 
underwater lighting. Every section car- 
ries its table of footcandle requirements 
which for this edition have been brought 
up to date. They represent the latest re- 
quirements of the eye for comfortable 
seeing in all walks of life. Other tables 
carry exact information on the types of 
reflectors, mounting heights for each, 
and the spacing necessary to the best 
distribution of light. Only 4 by 6} 
inches, the handbook fits into a coat 
pocket. 


+ Flanked By The Two Ensign Girls, these five gentlemen are in the best 
of company. Lined up in the show room of the Ensign Electric Supply Co., 
Minneapolis, the group includes: Eva Ensign, “Bill” Hunter, Ted Anderson, 


D. M. Wakefield, Roy Munson, G. L. Bear and Marian Ensign. 


Four other 


representatives of the firm, including Mr. Ensign, weren’t present at the time. 
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ALL-WAVE 


For multiple operation of from 2 to 20 radio sets— 
both for standard broadcast and short wave — in 
private homes and apartment houses, schools, 
hospitals, hotels. Gets rid of straggling aerials and 
supports; avoids property damage and installation 
hazards. Easily installed by the electrician; is 
inexpensive in first cost and involves no upkeep 
expenses or replacements. 


MULTICOUPLER ANTENNA SYSTEM 


Illustration shows 3 different Multicoupler 
Outlets to choose from. Antenna Transformer 
(lower left) combines features of double antenna 
for short waves with accepted advantages of the 
“T” antenna for standard broadcast wavelengths. 
Free engineering service is given on plans and layouts 
for installation. Write first for general instruttions 
folder describing the system. 
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O HELP YOU BUY=— 


leading manufacturers will give you ,; 


The new Buyers Reference Number* of Electrical 
















Contracting is now being completely revised and 
brought up to date. 


Many manufacturers will supplement their listings in 
the new Buyers Reference with further details and 
illustrations of their products, catalog data, lists of 
branch offices, warehouses, etc. 


Consult this valuable data when planning, specifying 
or buying — you will save time and money. *The Buyers Reference 


will be published as 


ae oe rit 3 of Orbe 


Electrical Contracting 
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ACKERMAN-JOHNSON CO. 


ACME ELECTRIC HEATING CO. 


ADAM ELECTRIC CO., FRANK 
AIRCRAFT MFG. CO. 
ALLEN-BRADLEY CO. 

ALLEN CO., L. B. 

AMERICAN BLOWER CORP. 
AMERICAN BRASS CO. 


AMERICAN STEEL & WIRE CO. 


AMERICAN TRANSFORMER 
co 


ARMATURE COIL EQUIPMENT 
Co., INC. 


ARROW-HART & HEGEMAN 


ELECTRIC CO. 


THE M. B. AUSTIN CO. 


AUTOMATIC ELECTRIC aa 


AUTOVENT FAN & BLOWER 
co 


BECKER BROS. CARBON CO. 
BENJAMIN ELECTRIC eer 


BETTS & BETTS CORP. 

BETZ BROS., FRANK S. 
BLACK & DECKER MFG. CO. 
BRYANT ELECTRIC CO. 
BUFFALO FORGE CO. 
BURNDY ENGINEERING CO. 
CALEBAUGH SELF-LUBRICAT- 


ING. CARBON CO. 
CHICAGO EXPANSION ~~. 


COLLYER INSULATED WIRE 


COLT'S PATENT FIRE ARMS 
MFG. CO. 


CONTINENTAL ELECTRIC CO. 
CO-OP ELECTRIC SUPPLY CO. 
COTTRELL PAPER CO., INC. 
COUCH CO., S. H. 

CRESCENT INSULATED WIRE 


& CABLE CO. 


CURTIS LIGHTING INC. 

CUTLER-HAMMER, INC. 

DANTE ELECTRIC MFG. CO. 

DECELECO INC. 

EDWARDS & CO. 

ELECTRIC SOLDERING IRON 
co. 


FAIRBANKS MORSE CO. 


FEDERAL ELECTRIC CO. 
FULLMAN MFG. CO. 


GENERAL ELECTRIC CO., 
BRIDGEPORT, CONN. 


GENERAL ELECTRIC CO., 
SCHENECTADY, N. Y. 


GENERAL ILLUMINATING CO. 
GRAYBAR ELECTRIC CO. 
GREENLEE TOOL CO. 
GRUBER BROTHERS 

HART MFG, CO. 


HAZARD INSULATED WIRE 
WORKS 


HEINEMANN ELECTRIC CO. 
HERWIG CO. 

HOSKINS MFG. CO. 

HUDSON CO., ALEX R. 

IDEAL COMMUTATOR —" 


IMPERVIOUS VARNISH CO. 
JEFFERSON ELECTRIC CO. 
KATO ENGINEERING CO. 
KILLARK ELECTRIC MFG, CO. 
KIMBLE ELECTRIC CO. 

KLEIN & SONS, MATHIAS 
KRUEGER & HUDEPOHL 

THE LEW FITTINGS CORP. 
LITTLEFUSE LABORATORIES 


A PARTIAL LIST OF MANUFACTURERS WHO HAVE ALREADY RESERVED SPACE: 


MARK & CO., CLAYTON 
MARQUETTE ELECTRIC 


SWITCHBOARD CO. 


MATTHEWS CORP., W. N. 
McGILL MFG, CO. 


MENDELL ELECTRIC MFG. CO. 


MICA INSULATOR CO. 
MINERALLAC ELECTRIC CO. 
MISENER MFG. CO. 
MOTOR CITY ELECTRIC CO. 


MULTI ELECTRICAL MFG. CO. 


NATIONAL CARBON CO. 
NATIONAL VULCANIZED 


FIBRE CO. 


NOMA ELECTRIC CO. 
NORTON ELECTRICAL 


INSTRUMENT CO. 


OHIO CARBON CO. 
OKONITE CO. 


OVERBAGH & AYRES MFG. CO. 


PAINE CO. 
PAR CO LIGHTING 


EQUIPMENT CO. 


PARTRICK & WILKINS CO. 
PASS & SEYMOUR, INC. 
PENN UNION ELECTRIC CO. 
PLYMOUTH RUBBER CO. 
PYRAMID PRODUCTS CO. 
QUADRANGLE MFG. CO. 
RALCO MFG. CO. 
RATTAN MFG. CO. 
REFLECTOR & ILLUMINATING 
co. 


RELIANCE AUTOMATIC 
LIGHTING CO. 


RODALE MFG. CO. 


ROEBLING'S SONS CO., 
JOHN A. 


RUBY CHEMICAL CO. 


Tie (Seeli (Xo Mliliclaritclitcli melas Manl-liam claclel lar 


g Annual Buyers Reference Number 





SHAKEPROOF LOCK WASHER 
co 


SHERMAN MFG. CO., H. B. 
SIGNAL ELECTRIC MFG. CO. 
SILVEY PIPE BENDER CO. 
SIMPLET ELECTRIC CO. 

SOLA ELECTRIC CO. 
SORGEL ELECTRIC CO. 


STANDARD TRANSFORMER 
Co. 


SQUARE D CO. 

STEEL & TUBES INC. 
STURTEVANT CO., B. F. 
SUNDT ENGINEERING CO. 
SUPERIOR INSULATING <a 


THOMPSON & SON CO., 
HENRY G. 


TRIANGLE CONDUIT & CABLE 
co. 


TRUMBULL ELECTRIC CO. 


UNITED STATES RUBBER 
PRODUCTS, INC. 


VAN CLEEF BROTHERS 
WAGNER ELECTRIC CORP. 
WATERVLIET TOOL CO. 
WATSON-STILLMAN CO. 
WEBSTER ELECTRIC CO. 
WESTERN FELT WORKS 


WESTINGHOUSE ELECTRIC & 
MFG. CO. 


WESTINGHOUSE ELECTRIC 
SUPPLY CO. 


WESTON ELECTRICAL 
INSTRUMENT CORP. 


WIREMOLD CO. 
WOLVERINE TUBE CO. 


WURDACK ELECTRIC MFG. 
Co., WILLIAM 


ZENITH ELECTRIC CO. 


When planning, specifying or buying, always refer 


first to the 
you will save time and money! 


Buyers 


Reference 


Number for data— 
































+ Dressed For Action, Roger C. 
Hinsdill, vice-president and_ sales 
manager of the Hinsdill Electric Co., 
Troy, N. Y., takes a few moments 
off in the fixture room.  Short- 
handed from vacations and with the 
business rush continuing through 
the summer, Mr. Hinsdill has been 
forced to let his executive duties pile 
up while helping out behind the 
counter. 


G. E. Lighting Course Features 
Appliance Sales Methods 


The selling methods which have been 
so successful in the hands of appliance 
salesmen are to be brought to the light- 
ing field. They will be a part of the 
new commercial and industrial lighting 
salesmanship training program now be- 
ing sponsored by the incandescent lamp 
department of the General Electric Co. 
The course is designed for the use of 
lighting salesmen connected with the 
electrical wholesalers and utility com- 
panies. 

“My family is so small, we don’t need 
an electric refrigerator.” 

“T can get a ‘Freeze-Right’ for much 
less money.” 

“I’m going to wait until electric re- 
frigerators are standardized.” 

“There’s no room in my kitchen for 
such a big box.” 


To Study Objections 


Those are just a few of the score or 
more common objections that are part 
of the everyday scheme of things to 
the refrigerator salesman. To the ex- 
perienced man who knows his job they 
present no difficulties. He takes all 
such objections in stride. Frequently 
he is even able to capitalize on these 
statements thrown out by the prospect. 
They show him what the latter is think- 
ing about and indicate the direction his 
selling effort should take if he is to 
wind up with a signed order in hand. 

Answers to so-called common objec- 
tions are the standard equipment of 
successful salesmen in every field of 
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business wherein an outstanding selling 
job is being done. That is why objec- 
tion and methods of handling them play 
an important part in the new training 
course. 

When field investigators set out for 
various parts of the United States to 
determine just what field conditions 
were as a first step in the preparation 
of the training program they found that 
lighting salesmen the country over are 
generally without standard methods 
for handling the common objections. 


No Standard Methods 


They found further that this situation 
prevails in a line of business that is 
blessed with a singular absence of com- 
mon objections when compared with 
such fields as the home appliance busi- 
ness, the automobile business, the office 
appliance field and numerous others 
with which the investigators were fa- 
miliar through previous researches in 
behalf of LaSalle Corp. Service, Chi- 
cago, the organization retained by the 
General Electric Co. to develop the new 
commercial and industrial lighting pro- 
gram. 

Now, the handling of such common 
objections as exist in the commercial 
and industrial lighting field have been 
catalogued in the new training program. 
In addition, the training provides stand- 
ard, field-tested answers that any light- 
ing salesman can use to advantage in 
handling these objections as they arise 
in his own daily work. 

When the prospect says: 

“T’ve been in business here for years, 
I don’t need a sign,” or “The fixtures 
and wiring would cost too much,” or 
yet again, “My windows look good 
enough just as they are,” the lighting 
salesman, who enjoys the advantages of 
the training, will know how similar ob- 
jections are being handled elsewhere in 
the interest of concluding the sale. 


Sales Steps Planned 


Objections are only one of many 
factors in the sale of commercial and 
industrial lighting that are thoroughly 
covered. Every step of the sale is 
treated in detail and in terms of field- 
tested principles and methods. Sales- 
men are shown how to get leads and 
pre-approach information; how to ap- 
proach any given prospect, be he the 
owner of a service station or the trustee 
of a church; how to show the prospect 
the applications of lighting to his 
definite needs; and how to close the 
sale. 

A feature of the training is the back- 
ground it affords the average salesmen 
in the specific problems of every given 
type of business that is conceivably a 
prospect for lighting service and in 
how those problems can be solved by 
means of lighting applications. All this 
information is so organized that the 


salesman can begin using it immedi- 
ately he has it at hand, without long or 
arduous study. 

Because ample engineering data have 
for long been available, the new train- 
ing is conspicuous for the absence of 
technical information. Instead, it 
makes clear in striking manner the 
application to the lighting sale of the 
proved selling principles that have put 
other fields of business, outstandingly 
successful in their selling, over the top. 


Signal Electric to Build 
Addition To Plant 


Construction is under way on a two 
story addition to the plant of the Signal 
Electric Mfg. Co., Menominee, Mich. 
The new structure will cost approxi- 
mately $20,000. Increased demand for 
fans, motors, drills and other products 
are necessitating a longer peak produc- 
tion, with consequent need for expan- 
sion. 

The new addition will probably be 
completed before winter. Instead of 
starting peak operations in mid-January 
to provide fans for summer trade, the 
new operating policy calls for starting 
operations in October this year. Plant 
employment will be stabilized with the 
increased production period, the man- 
agement announced. 








Merchandiser. 
Samuel Reifler, president and treas- 


+An Aggressive 


urer of the Electric Supply Co., 
Poughkeepsie, N. Y., stops for the 
cameraman while passing through 
the appliance display room. Mr. 
Reifler has led his organization to 
a fine record in radio and appliances. 
He is at present recuperating from 
an operation. His son, N. L. Reifler, 
secretary and sales manager of the 
company, is ably carrying on the 
job. 
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Introducing Ray-O-Vac’s dynamic Coun- 


ter Display Dispenser that automatically 
multiplies flashlight battery sales. 
Colorful, attention - compelling, it 
captures the buyer’s eye and re- 
minds him to renew his flashlight 

power. Dispenser contains 48 

Unit Cells which retail at 

| To-Yo Co) o MN @xos<1 CoM (101 (=) 


complete, $3.12. 





The RAY-O-VAC 
ROTOMATIC 
SWITCH 


Here’s a new fast selling 
item that your customers 
are interested in placing on 
their counters—feature this 


deal this month! 
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* “Age Before Beauty” in years of 
service, that is, cause us to drop our 
well worn “left to right” to identify 
that serious looking gentleman as 


W. L. Rogers. Mr. Rogers has 
been with the General Electric Sup- 
ply Corp. nine years, all except the 
last several months at Chattanooga. 
EF. K. Stieglitz, is no newcomer by 
any means. He has been on the job 
for the past six years. The picture 
was taken at the Nashville house. 


New Highs Reached For Sales 
Of Some Electrical Goods 


Notwithstanding the improved show- 
ing made by the electrical supply trade 
in 1935, the uptrend was extended 
further during the first six months of 
1936. From the progress recorded dur- 
ing the latter period for both production 
and distribution, new records are in- 
dicated for the current year for such 
major home appliances as ranges, sew- 
ing machines, refrigerators, washers, 
ironers, lamps and radios. The ever- 
widening use of labor-saving devices, 
the sustained broadening of industrial 
activity and building have been the 
strongest stimuli to the expanding 
trend. 

Modernization of farm homes and 
equipment, spurred by the larger in- 
come, also was cited as a factor in 
furthering appliance sales, even though 
rural electrification has been slow in 
making headway. Based on the ship- 
ments for the first six months, produc- 
tion of electric refrigerators for 1936 
has been estimated at 2,235,000 units, 
or a gain of 30 per cent over the 1935 
peak of 1,719,369. The 1936 goal for 
washers and ironers has been set at 
1,800,000, which would represent a rise 
of 27 per cent from the 1935 total, the 
biggest in this division’s history. 

Following the elimination of FHA, 
the extension of installment sales was 
provided by the new plans introduced 
by finance companies and banks. While 
the price structure has been firm, few 
advances were made from the preceding 
year’s lists. Earnings statements of the 
leading manufacturers for the six-month 
period were favorable, many showing 
the highest comparative profit ratio 
since 1930 and a few since 1929. These 
were some of the major developments 
revealed by a survey of the electrical 
supply trade, which has just been com- 
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pleted by Dun & Bradstreet, Inc. 

Production of electrical control de- 
vices, safety switches, transformers, 
generators, transmission and distribu- 
tion equipment increased up to 25 to 30 
per cent from the 1935 figures. The 
steady uptrend in home building has 
been reflected in the rise in orders for 
wiring and lighting fixtures. Some 
manufacturers of the latter have doubled 
last year’s schedules. While raw ma- 
terial inventories are larger, stocks of 
finished goods are smaller than a year 
ago. 

With the improvement — spreading 
practically to all items, wholesale dis- 
tribution of electrical goods and equip- 
ment for the first six months of 1936 
was 20 to 35 per cent larger than for 
the comparative 1935 period. During 
May, many of the wholesalers showed 
increases of 35 to 40 per cent and in 
June these ran as high as 50 per cent. 
Orders for electrical apparatus and 
equipment ranged from 20 to 50. per 
cent larger than a year ago, while 
roughing in materials for the building 
trade were up as much as 80 per cent. 


Kelvinator Adds Washer, Ironer; 
Miles Heads Range Division 


Two new departments have been 
organized by Kelvinator Corp. as a 
result of the addition of an_ electric 
washer and an electric ironer to its line 
ot household appliances, and the expec- 
tation of accelerated activity in its 
electric range business, according to an 
announcement by H. W. Burritt, vice- 
president in charge of sales. 

V. J. MeIntyre will head a new de- 
partment which will direct the mer- 
chandising of the washer and the ironer 
{ entire country. Production 


for the 
facilities are now being arranged to 





* In Front Of His Business Home. 
Frank T. Jason poses for a moment 
to please the cameraman. He is 
owner of the Jason Electrical Sup- 
ply Co., Lynn, Mass. 
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have both products on the market early 
in 1937. 

M. S. Bandoli, formerly Texas dis- 
trict manager, succeeds Mr. McIntyre 
as domestic sales manager. 

P. L. Miles, former sales manager of 
the range division for the Edison Gen- 
eral Electric Appliance Co., has been 
appointed to head a similar department 
of the Kelvinator Corp. 


Obituary 





Bertram S. Culp 


service 
manager of the Graybar Electric Co. at 
Chicago, died suddenly on July 24th. 
Starting with the Western Electric Co. 
in 1889 as office boy, Mr. Culp worked 
his way steadily upward serving at In- 


3ertram S. Culp, former 


dianapolis, Boston and Chicago. In 
1914 he was made service manager at 


Se 





Bertram S. Culp 


Chicago holding this position until he 
retired in 1933, having completed 45 
vears of distinguished service. 

After his retirement, Mr. Culp spent a 
major part of his time in leisurely travel 
but kept in touch with the industry and 
Graybar development by occasional 
visits to his office. He had enjoyed 
the best of health and was vacationing at 
Northport, Mich., when suddenly taken 
ill. Death was caused by cerebral 
hemorrhage. 


Jj. Edwin Roberts 


J. Edwin Roberts, northwest represen- 
tative of the Arrow Electric Division 
of the Arrow-Hart & Hegeman Electric 
Co. for many years, died in Seattle on 
August 7. He leaves a wife and one 
son. As _ representative of this com- 
pany and also of the Scovill Manufac- 
turing Co., Mr. Roberts, through long 
years of close wholesaler cooperation 
has become widely known and univer- 
sally liked by the electrical wholesalers 
in that territory. 
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Trese new Colt-Noark Pony Switches will put 


. n 
> = \Fy—|— you in the money on Type “D” Switch business — 
me ‘2f Na they're a safe bet for use wherever light duty 
equipment is required. Furnished in 30 and 60 
ampere sizes .. . fitted with porcelain block for plug or cartridge fuses. 
Non-fusible also available. 


Ps 


The switching mechanism is actuated by two sturdy coil springs, producing 
Cotalog We. 76 quick-make and quick-break action. Longer life is assured by use of 
Above is Catalog No. 76 ... 30 


amp. 2 Plug fuse, furnished with multiple break principle . . . reducing arc to a minimum. Cabinets are 
fibre dead front plate. Large illus- fi : i " 

tration at top is Catalog No. 83 attractively designed with embossed covers." Operating handle is fur- 
- - - 30 amp, 2 N.E.C. fuse. Cat- _ = * 

alog No. 73 shown closed. nished in colorful red bakelite. 


The NEW COLT-NOARK 100th - a 
eg CATALOG is ready. Lay your bets on these new Colt-Noark “Ponies” . . . send for 
ntains full data on new Pony 


Switches—as well as all Colt-Noark i H 
Products . . . send for your copy. complete information! 





COLT’S PATENT FIRE ARMS MFG. CO.,  exectricar pivision HARTFORD, CONN. 


Boston, New York, Chicago and Philadelphia. H. B. Squires Co., Pacific Coast Representative 


COLT-NOARK 


SWITCHES - MOTOR STARTERS - FUSES 
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A Section Devoted to Manufacturers’ Descriptions of Their Products 








Kitchen Cabinet Ventilator 


The latest model in a line of kitchen 
ventilators, this model is known as the 
“ATRistocrat” wall cabinet type. The out- 
standing feature of this unit, it is claimed, 
is the large amount of air moved by the 
patented, all-aluminum fan, with extreme 
quietness and small consumption of elec- 
tricity. Model 10 has a 10 in. fan and 
moves over 700 cu.ft. of air per minute, 
using only 40 watts. Use of a mercury 
type switch for lifetime, trouble-free op- 
eration, is stressed by the manufacturers. 
Outside door is manually opened by levers, 
which also actuate the switch, and since 
the door is under spring tension at all 
times, it cannot rattle. Steel cabinet is 
rust-proofed and enameled, and is built 
into the wall without special framing. 
Polished aluminum grille is of modernistic 
design. Model 10 lists at $30.00, and 
Model 12 at $35.00. Universal Blower Co., 
Birmingham, Mich—Electrical Whole- 
saling, September, 1936. 


Matched Washer 


Styled to harmonize with a line of 
ironers, this “matched” series of washers 
features a new turbulator that insures a 
gentle yet positive water action. It pro- 
vides a “sediment zone” in which dirt par- 
ticles, grit and free sediment are drawn 
from circulation through the washing area. 
Includes four wringer models and one 
spinner type. All models are available 
with or without water discharge pump. 
The spinner-dryer-BSP-83 is claimed to 
be the safest washer made since it has no 
exposed moving parts and full control of 








all operations is obtained by two con- 
venient levers Westinghouse Electric & 
Mig. Co, Mansfie'd, O10 —Electrical 
Wholesaling, September, 1936. 
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What's NEW 





Matched Ironer 


Matching its companion line of washers 
in style and finish, this line of ironers 
includes four models. The deluxe con- 
sole ironer, No. FI-3, has two outstand- 
ing features—divided heating elements, 
controlled by separate thermostats and a 
larger shoe. Cabinet model, GI-3, incor- 
porates the two outstanding features of 
the Deluxe and also a simplified method 
of control with the fully inclosed mech- 
anism operated by a knee lever. An alter- 
nate control lever is convenient to_ the 
right hand on the mechanism case. Cabi- 
net model, HI13, has a cabinet top that 
can be used as a work surface when ironer 
top is closed. A standard model, AI-3, 








ie 
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completes the line. Westinghouse Electric 
& Mfg. Co., Mansfield, Ohio.—Electrical 
Wholesaling, September, 1936. 


Flexible Industrial Cable 


With extreme Flexibility and durability 
as its outstanding characteristics, this 
“Powerduct” cable is designed particu- 





larly for connection of equipment which 
may have to be relocated. Resists deteri- 
oration by oil, grease, and gasoline and 
will withstand a lot of mechanical abuse, 
including impact without chafing or fray- 
ing. Having a smooth exterior, it does 
not collect dust and presents a _ neat 
appearance when suspended in the open. 
Can be firmly attached to branch-service 
boxes and machine-control boxes with 
available fittings. Three rubber-insulated 
(600 volts) color-coded conductors and 
one bare ground conductor are cabled 
with saturated jute fillers, bound together 
by presaturated tape. Over this assembly 
is a heavy protective coat of long-fiber 
cotton woven like a fire hose—not 
braided. The outer covering is saturated 
and finished with moisture resisting and 
flame retarding compounds. Each con- 
ductor consists of seven strands of tinned 
soft annealed wire. Anaconda Wire & 
Cahle Co.. 25 Broadway, N. Y. C.—Elec- 
trical Wholesaling, September, 1936. 





Portable Indirect Fixture 


Particularly well adapted to low-ceil- 
inged rooms, this portable indirect fixture, 
known as Design 41, may be used in store 
interiors with direct lighting pendants. 
May be connected to existing outlets. 
The bowl is softly illuminated from the 
top “edge-ring”—this reflects ample light 
downward onto the bowl, giving it a 
transparent aluminum appearance. De- 
tachable aluminum shield is provided to 
reduce wall splash of light when mount- 
ing these units on wall cases or ledge. 
Employs 500 or 300 watt lamps. Exterior 
of the bowl is finished in lustrous alum- 
inum. Interior is diffuse “Lunax.” Base 
is polished nickel. Bowl has a diameter 
of 14 in. and a highest of 7%. Base is 
18% in. long and 32 in. wide. Lists at 
$17.75. Curtis Lighting, Inc., 1123 W. 
Jackson Blvd., Chicago, Ill—Electrical 
Wholesaling, September, 1936. 


3 Slice Automatic Toaster 


Designed to toast one, two or three 
slices of bread on both sides at the same 
time, this automatic toaster may be ad- 
justed to provide light, medium or dark 
toast by a regulator, controlling an auto- 
matic switch, which disconnects the cur- 
rent when the toast is done. Provided 
with a removable crumb tray, which 
keeps the inside of the toaster in a clean, 
sanitary condition. Trimmed with either 
walnut or ebony handles. Packed with 
Underwriters’ approved cord set. Stern- 





Brown, Inc., 257 W. 17th St., New York 
City.—Electrical Wholesaling, Septem- 
ber, 1936. 
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In a recent impartial survey, elec- 
tric-appliance dealers and depart- 
ment stores were asked: 


“Do you believe that it would 
be more difficult to sell appli- 
ances equipped with a little- 
known make of motor?” 


"Yes," said 74 per cent. 
“No,’? said 26 per cent. 


“What makes—or brands—of 
electric motors, in your opinion, 
would make it easier for you 
to sell appliances?”’ 


“General Electric,” said 84 
per cent. 
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WHY G-E MOTORS 
MELP FOU SEEL 
ELECTRIC APPLIANCES 


ODAY, Mrs. America is purchasing high-quality 
merchandise. She is judging the quality of an electric 
appliance not only by the reputation of the appliance as a 
unit but also by the reputation of its various parts. A well- 
known name on the motor gives the appliance you sell 
additional acceptance and makes selling that much easier. 


G-E motors are well and widely known because General 
Electric has been making dependable motors for appliances 
as long as there has been an appliance industry. The G-E 
monogram means high quality to buyers everywhere. 
That’s why G-E motors WILL HELP YOU SELL—why 
they will lessen sales resistance and lower your cost of 
selling. 


Can you afford not to avail yourself of this added sales 
appeal? 


General Electric, Dept. 6B-201, Schenectady, New York. 
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Multi-Breaker Load Center 


This small, low-priced multi-breaker 
load center is designed as a substitute for 
the conventional 115/230 volt a.c. entrance 








and branch circuit protective equipment. 
Hinge mounted in a cabinet, it consists of 
one or more small but highly effective 
automatic circuit breakers grouped in a 
sealed moulded housing and each capable 
of interrupting 5000 amperes at 115 volts 
a.c. Approved as service equipment com- 
plete with the cabinet, the load centers are 
provided with solid mains up to 70 amp. 
and for 2 wire 115 volt or 3 wire 115/230 
volts a.c. solid neutral service. Load cen- 
ters are manufactured with varying num- 
ber of circuits and circuit ratings to suit 
all ordinary residential demands. Branch 
circuit breakers are provided in ratings 
from 15 to 35 amp. Only line and branch 
load terminals are exposed inside of the 
metal cabinet, all other connections being 
sealed within the circuit breaker housings. 
Main terminals are protected by insulat- 
ing covers removable for wiring during 
installation. Square D Co., Detroit, Mich. 
& Westinghouse Electric & Mfg. Co., E. 
Pittsburgh, Pa —Electrical Wholesaling, 
September, 1936. 


Small Projector Lamp 


With a high light output, this 75-watt, 
clear-bulb Mazda lamp is designed ex- 
pressly for use in toy movie projectors. It 








gives twice the screen illumination and 
lists at 30 cents or half the list of the 
100-watt, A-21 clear-bulb lamp formerly 
used for this purpose. A V-shaped, coiled- 
coil filament gives a more concentrated 
light which results in the brighter screen 
illumination. Because of its small bulb 
size (A-17), the new lamp will permit 
small lamp housings and thus will prob- 
ably be available in new projectors only. 
In existing projectors, however, it may be 
used with a % in. socket extension which 
brings the light center into the correct 
position. Light center length of the new 
lamp is 24 in. Having a medium screw 
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base, the lamp can be operated over the 
voltage range of 105 to 120 volts. When 
operated in its designated position of base 
down only, it has a design life of 50 hours 
at 115 volts. Westinghouse Lamp Co., 
Bloomfield, N. J.—Electrical Wholesaling, 
September, 1936. 


Hair-Growing Machine 


Known as the Xervac, this “machine to 
grow hair,” the invention of Dr. Andre 
A. Cueto of Cincinnati, has been used with 
success in clinical tests on 500 cases. 
Manufacturers claim that positive results 
were obtained in approximately 95 per 
cent of the cases, which included almost 
every type and degree of baldness, in all 
ages from young to old. Designed to de- 
velop the deep network of blood vessels 
in the scalp, the machine applys alternate 
periods of vacuum and pressure to the 
head. This is said to actively stimulate 
the growth of normal hair. Treatments 
are of a half hour duration. There are 
three complete cycles per minute with the 
vacuum approximately three times the 
duration of the positive pressure. Treat- 
ments may be given as often as daily, but 





most patients are treated twice weekly. 
Crosley Radio Corp., Cincinnati, Ohio.— 
Electrical Wholesaling, September, 1936. 


Modern Toasters 


Equipped with fully automatic thermo- 
static control, the new “Toastmaster” 
line has been re-styled in highly polished 
chromium, with modernistic etched de- 
sign. New mechanical refinements fea- 
ture the “shock absorber” which 
eliminates noise when the toast pops up 
and reduced tension which requires less 
pressure to set the lever. Included in the 
line is the “Junior” model, built to sell 
at a lower price than the standard 
models; the one-slice automatic toaster ; 
the “Waffle Baker” and the new “Hos- 
pitality” trays. They are furnished in 
walnut or mahogany with acid-resistant 
finish, glass compartments, and matching 
lap trays for individual service. McGraw 
Electric Co., 213-223 No. Second St., 





1 Minn. 
saling, September, 1936. 


Minneapolis, Electrical Whole- 


Industrial Reflector 


Employing a 500-300 watt lamp, this 
No. 1585 “Jerry” X-Ray reflector and 
mogul socket are in a ventilated aluminum 
housing. Finished in natural aluminum. 





May also be had without aluminum hous- 
ing under Catalog No. 585 “Spruce.” 
Diameter, 13% in. Height, 13% in. Venti- 
lated housing permits hounting above 
craneways, under or near open skylights 
without. danger of lamp breakage should 
rain or snow blow in on it through sky- 
light. 750-1500 watt size may also be 
had for high-bay mounting under Catalog 
No. 1590. Recommended for gymnasi- 
ums, armories, conventionu halls, railroad 
stations, etc., in addition to industrial 
plants. Lists at $15. Curtis Lighting, 
Inc., 1123 W. Jackson Blvd., Chicago, 
—— Wholesaling, September, 
1936. 


Self-Selecting Antenna 


Permitting maximum efficiency for 
either standard broadcast or short-wave 
signals without manual switching or 
changing of the aerial proper, this self- 
selecting antenna provides an ingenius 
automatic circuit arrangement. Packaged 
in attractive display box, factory 
assembled, wired and soldered, this sys- 
tem, according to the manufacturer, pro- 
vides for superlative reception of domestic 
and overseas programs while eliminating 
background noise. Employs an armored 
aerial wire with a special, high-tension 
core, carefully water-proofed, around 
which the copper conductors are grouped. 
This combination provides enormous ten- 











sile strength necessary to withstand sleet 
deposits and high winds, without mate- 


rially increasing the weight. Once put 
up, the armored aerial stays up and such 
wire can be pulled taut for neatness and 
maximum average height. There is no- 
loss cross-bar insulator at top of antenna 
transformer, providing proper spacing 
and perfect insulation between the two 
halves of the doublet for maximum recep- 
tion in the critical short-wave bands re- 
gardless of weather conditions. Lists at 
$6.75. Technical Appliance Corp., 17 E. 
16th St, New York City.—Electrical 
Wholesaling, September, 1936. 
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MANUFACTURERS ! 


Tell electrical wholesalers 
how your products fit into 
the sales opportunities that 
are at hand. Send in your 
reservation today for the 
October Opportunity Num- 
ber. Final closing date Sep- 
tember | 5th. 








Watch for the 


OCTOBER 
OPPORTUNITY 
NUMBER 
ELECTRICAL 
WHOLESALING 


A convention issue 

packed full of 

sales-stimulating 
material 


Extra copies will be distribu- 
ted to everyone attending the 


NEWA 
CONVENTION 


Sept. 28, 29, 30 


HOTEL STATLER 
BUFFALO, N. Y. 








ELECTRICAL WHOLESALINGe330 W. 42 ST., NEW YORK, N.Y. 
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Auto Defroster Fan 


With blades of tough, moulded rubber, 
this ‘““Autofan” is designed to defrost in 





winter, remove steam in the spring, and 
cool in the summer. Though rigid enough 
for efficient handling of air, these rubber 
blades are sufficiently soft to prevent 
injury to even a child’s fingers. The 
wire guard has been eliminated. Takes 
less battery draw than an ordinary auto 
radio. Noiseless. Satin-smooth mauve 
color of the fan with blades to match, 
eliminates metallic glare. Color har- 
monizes with interior appointments of any 
car. Powered by a Delco motor, this 6- 
volt fan lists at $3.95, and can be quickly 
and easily installed on either the steering 
column, header board or corner post. 
Samson United Corp., Rochester, N. Y.— 
Electrical Wholesaling, September, 1936. 


All-Rubber Plug 


Designed to harmonize with modern 
appliances and interior decorations and to 
fit the new five-way outlets, this all- 
rubber plug, designated as Catalog No. 
150 is available in black, brown and 
ivory. Unbreakable. Employs patented 
spring-action blades which make positive 
contact at all times even in worn out- 
lets. Plug is so constructed as to elim- 
inate loose blades and _ short circuits 
within the plug caused by twisting the 
wire. May be assembled with ease and 
quantity users without cost. Manufacturers 
at great speed with the spring-action as- 
sembly machine which is furnished to 
claim that the plug will withstand terrific 
abuse and give years of service. Bears 
Underwriters’ approval seal, as well as 
that of the Electrical Testing Laboratories. 





Allied Mercantile Co., 11-15 E. Runyon 
St., Newark, N. J.—Electrical Whole- 
saling, September, 1936. 


Conduit Hangers 


Made of high grade malleable iron, 
cadmium plated, these “Bull Dog” pipe or 
conduit hangers can also be used as 
ground clamps. Cadmium plating prevents 
rust; clamp has cup point and case hard- 
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ened screw. Saddle or pipe support can 
be turned freely, thereby permitting pipe 
to run parallel to the beam or at any 
angle, eliminating drilling and the use of 
straps. Can be used to hang sizes of 4 in., 
% in. and 1 in. pipe to steel beams 8% in. 
thick. No. 470, used as a ground clamp 
will accommodate No. 8 to No. 4 (inclu- 
sive) copper wire. Weight per package 
of 100 hangers, 50 pounds. Lists from 





$18.75 to $21.45 per 100. Fullman Mfg. 
Co., 1209 Jefferson St., Latrobe, Pa— 
Electrical Wholesaling, September, 1936. 


Lamp Base Extractor 


Designed for removing the brass shell 
of a broken lamp from the socket, this 
extractor safeguards the user against 
shock. Spring action handles insulated 
with rubber. Reverse acting jaws of 
high carbon steel pointed to grip inside 
of shell. Light in weight. Length, 6% in. 
Slight pressure on handles gives firm grip. 





Lists at $3.35. Wm. Schollhorn Co., New 
Haven, Conn—Electrical Wholesaling, 
September, 1936. 


Watertight Connector 


No. A-63-U represents a new type of 
watertight connector for outdoor use. Up 
to the time the watertight snap-in knock- 
out connector was offered, there was no 
fitting available, according to the manu- 
facturers, with which a watertight con- 
nection could be made where service en- 
trance cable was being introduced through 
a knockout into an outdoor box. As it 
is found necessary in many cases to in- 
troduce cable in this manner, either 
through the side or bottom of a box, the 
manufacturers felt that a fitting for this 
purpose was definitely needed. Before 
placing this new fitting on the market, 
numerous utility engineers throughout the 
country were consulted. 

The fitting is also designed so that by 
the substitution of wood screws, as shown 
in cut No. HA-63-U, it may be used 
to make a watertight entrance in cases 





A-63-U HA-63-U 


where the cable is carried through a hole 
in the wall of the dwelling. Rattan Mfg. 
Co., New Haven, Conn. — Electrical 
Wholesaling, September, 1936. 


Sandwich Grill 


Fully chrome plated, this sandwich 
grill, No. 18, has a thermostatic heat in- 








dicator. Grids may be removed without 
the use of a screw or screw driver. They 
are exceptionally large, measuring 10% by 
5? in. Aluminum waffle grids are also 
provided. These are interchangeable with 
the cooking grids. The grill employs the 
same design as the company’s automatic 
toaster. Has removable drip cup. Pro- 
vided with Underwriters’ approved cord 
set. The line also includes a new waffle 
iron with square base, aluminum grids 
with overflow battering and thermostatic 
heat indicator. Stern-Brown, Inc., 257 
W. 17th St., New York City—Electrical 
Wholesaling, September, 1936. 


Ivory Devices 


Designed to harmonize with _light- 
colored interior, this line of ivory devices 
features solid color that will not wear, 
chip or flake off. They are not surface- 
finished. When soiled, they are easily 
cleaned with a damp cloth. No. 4961-I, a 
flush tumbler switch, has ivory handles. 
Totally enclosed with composition casings. 
For Type C lamp loads. Single pole in- 
dicating. No. 4832-I, a flush receptacle 
with side wiring terminals. Duplex with 
double “T” slots, plaster ears and double 
binding screws. No. HS31-I, a single 
gang, flush tumbler switch plate, is ribbed. 





Bryant Electric Co., Bridgeport, Conn.— 
Electrical Wholesaling, September, 1936. 
Copper Pocket Flashlight 


Designed to meet the demand for a 
handy flashlight small enough to fit the 





pocket or handbag, this “Baby Copper- 
lite” lists at 89 cents complete with bat- 
teries. Case is of solid copper. Uses 
two No. 1 unit cells and throws a strong 
beam of light, 350 feet. No. 5 display 
holds six flashlights, occupies about 26 
sq. in. of counter space. Ray-O-Vac Co., 
Madison, Wis.—Electrical Wholesaling, 
September, 1936. 
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Fish Tape Reel 


Doing away with all kinking and 
springing of wire tape, at the same time 
giving the workman a firm grip on the 
tape while “fishing,” this fish tape reel 
keeps the tape coiled and protected. Manu- 
facturers claim that it saves an estimated 
50 per cent of the time and work of fish- 
ing. End of the fish tape is automatically 
locked within a reel. Though quickly and 
easily run out to any desired length, the 
tape is kept under constant tension and 
held in the reel, where it can not kink, 
thus precluding the possibility of it spring- 
ing around the job, getting in the way of 
work and threatening dangerous electrical 
contact. The reel itself serves as a handle, 
providing a sure grip on the tape and 
making it unnecessary to use pliers in pull- 








cee 


Announcing 
OUR NEW FALL PROGRAM 


No. 87 


Faries advertising campaign—starting in 
September issues of trade papers and gen- 
eral magazines—means real activity and 
real profit for you! 


We are giving you an advance view here 
by picturing the lamp numbers especially 
featured: No. 87, a popular standby 
portable with flexible arm. No. 3230, 
which they won’t let us stop making— 
so why not make more? No. 1989 is 


No. 1989 








our new Natural Light—sales enjoying 
mushroom growth, because of special tests 
and talking points. No. 2224, a model 
LE.S. lamp, appealing to all tastes, includ- 
ing the conservative. 








The Faries line of solid brass, electro- 
plated lamps has been the standard of 
quality since 1880. Now we are backing 
it with a real promotion campaign which 
it will pay you to follow. 





‘ i 
: = | 


ing wires through the conduits. Every 
inch of exposed tape is right before the 
workman’s eyes and completely under his 
control. Standard reels have 100 ft. of 
tape, but will hold as much as 250 ft. 
Available in two sizes—s4 in. by .060 fish 
tape and ,% in. by .060 fish tape. Ideal 
Commutator Dresser Co., 1047 Park Ave., 
Sycamore, Ill—Electrical Wholesaling, 
September, 1936. 








Fittings 


This adjustable offset connector, No. | 
1173, is designed to extend from No. 





No. 1935 (left)—our floor model of Faries 
Natural Light—is the answer to actual 





1100-B and 1100-C raceway on base- | oe Sole oh aaeee Gee 4 "pedoed 
J , w e nates rect an reflecte¢ 
— to No. 1500 Pancake over | glare, reducing eye-strain and fatigue, by 
oor raceway. Adjustable for base- | actual tests. $16.50, list. 
boards from 4 in. to % in. in thick- No. 1575 (right)—known as THE GUARDS ” 
i © ous : ; Ss No. —known as = GU: S- 0. 
i ness. Base of fitting screws to surface MAN—a number equally popular in offices 1575 


of baseboard. Dimensions: 344 in. long; and houses. Through the use of a specially 
designed reflector and a luminaire with a synthetic 
enamelled reflecting surface, this lamp has surpassed 
requirements of light experts for producing proper 


quantity and proper quality of light. $16.50, list. 





11014 





No. C 921 (right, below)—is a new low type lamp which 
will not obstruct view beyond or over it. Perfect vision 
for all purposes. Height 11%4” over-all. Faries usual 
high standard materials and workmanship. $12.00, list. 





1110B 
To help you get behind this campaign with us, we are 
prepared to give you all possible cooperation. May we 


send full details of all lamps here, or may we supply 
you with information about the rest of the Faries line? 


Let us send details 


(USE COUPON BELOW) 


FARIE 





Pec 

1¥s in. wide; { in. deep. No. 1174, a take- 
off connector, is designed to extend from 
No. 1100-B and 1100-C raceway to No. 


500 or 700 raceway. Base of fitting hooks | 
under bead in No. 1100-B channel and | 


MANUFACTURING CO. 


AND S. ROBERT SCHWARTZ DIVISION 


DECATUR, ILLINOIS 


2 P ~ s | FARIES MANUFACTURING CO., DECATUR, ILLINOIS: 
screws to surface. Dimensions: 3% in. 


long; 13 in. wide; 1, in. deep. No. 
1101A is designed for coupling two 
lengths of No. 1100-B channel. No. 1110B, 
for use with No. 1127C, is a blank fitting 
for closing the open end of raceway and 


Send further details, as follows: 


supporting lumiline lamp cap at the end | el ne Mee ML SNR fe a eS 

of the run. The Wiremold Co., Hartford, : . , s 

Conn.—Electrical Wholesaling, Septem- FIRM NAME ADDRES 

ber, 1936. CITY STATE 
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Condenser Mounting 


Permitting easy mounting in any posi- 
tion, these “little giant” dry electro- 
lytics are now available with an adjust- 
able mounting lug at each end of the con- 
tainer. This “Flex-mount” is a movable 
universal tab which makes the condenser 
actually reversible. It may be mounted 
either flat or on edge and position is 
changeable at will. “Flex-mount” is de- 





signed to take care of tight corners and 
difficult installations where it is advisable 
to mount the condenser more rigidly. 
Solar Mfg. Corp., 599 Broadway, New 
0 York City.—Electrical Wholesaling, Sep- 








tember, 1936. 


n 
Feed Control Oiler Un limited 
Featuring an exclusive “feed control” ; 
device, this “Drip-Drop” oiler is de- Market 
signed for solid, wick and waste-packed P f 
bearings. It is so flexible as to meet exists tor 


the exacting requirements 

of bearings varying in size, % y | EF ” 
a and temperature. i“ erv= S one 
simple adjustment w i 
make the oiler feed slow, | the packaged telephone system 
medium or fast as the bear- 
ing may require and does 
away entirely with the old 
fashioned hand oiling meth- 
od. Designed to fit 95 per 
cent of installations without 
drilling or tapping. Made 
in three sizes. Data sheet is 
included in each package 
. giving information on va- These plainly labeled, easy-to-select Serv- 
rious types of installations and means of | v-Fone systems can be sold over the counter 
cutting ; lubrication costs. Trico Fuse ! jike any other merchandise—they are easily 
Mfg. Co., 2948 N. 5th St., Milwaukee, | installea by anyone—and sell for as low as 


GALVAKOTE 
ELECTRICTUBE 
HOTKOTE 


Contractors like an easy bending 


Electrical jobbers—show the Serv-U-Fone 
to your dealers, house-furnishing buyers, 
department stores and contractors. They 
will see at once the tremendous market 
which exists for this low priced, packaged 
telephone system. The market is hardly 
touched, and it includes everyone. 











conduit—it saves them time and 


money on the job ~ 4 “ : 
Wis.—Electrical Wholesaling, Septem- | $12.00 (for the 2-station system). They come 

If you're handling Enamelkote, Gal- ber, 1936. in graded sizes up to 10 stations capacity. 
vakote, Hotkote and Electrictube Automatic Battery Chargers Only a few territories are still available, 

: ead . = so write at once. Catalog and confidential 
you can furnish them easy bending ; Utilizing full wave, dry disc rectifiers, discount sheet sent upon request, or consult 

ae i a insuring extreme long life and reliability, | our nearest representative. 

conduit that will bend without kink- this line of automatic tapering battery 


chargers enable the automobile owner to 
keep his battery fully charged right in the 
car without removing’ the battery. 
Chargers come completely equipped with 
ask for every time they need it— polarized dash receptacle and plug, fuses, 


ing, flaking or Telibadiare| 


la . 7 
Give your customers conduit they'll 


stock and sell Electrictube (with the 
entirely new enamel on the inside 
that’s making wire pulling easier 


CFINZ-1 coh icMiemelohd Cohi-M- Talo Ml tal-Vact sll toh 


May we send you a sample of each? 








SERV-U-FONE systems are de- 
signed for private service. 
They cannot be connected 
with the public telephone sys- 
tem. Prices subject to change 
without notice. 





CLAYTON MARK 


9 ft. d.c. cord, 12 ft. a.c. cord, on-off tog- 

& C ‘o} gle switch and complete instructions. Op- e A “ 
enka Est erate on 110 volt, 50-60 cycle a.c. Line in- American utomatic 
. eeaapaieg cludes three models: Standard charging Pe 
CHICAGO ILL rate 44 amp.; Dele, ¢ ave. sal eee Electric Sales Company 
10 amp. List at $9.67, $11.45 and $14.25, 
respectively. American Television & Radio 1033 West Van Buren St. 
Co., St. Paul, Minn.—Electrical Whole- Chi 
saling, September, 1936. hicago 
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A One Word Story of 
Friction Tape Leadership 


SECURITY 


..-And this is not just a play upon words. 
You can be secure with “Security” because 
you get uniformly high tensile strength, 
electrical characteristics, and strong adhe- 





sion ... at competitive prices! 


United States Rubber Products, Inc., 1790 Broadway, New York, N. Y. 
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Conduit Box Switches 





No. 999-SR 

Designed for 50 
watt rough ser- 
vice lamp, avail- 
able with or with- 
out switch or re- 
flector. 


jobbers. 


out switch or reflector. 


eu] MCGILL 


coarusae | MANUFACTURING CO. 


Electrical Specialties of Quality 


Fixture Switches 


Link Switches 
Multiple Switches 





McGILL Portable Lamp Guard 
with Rubber Hook Handle 


Another new sales leader in the wide McGILL line. 
Exceptionally strong, good looking and handy. Made 
for 40 to 100 watt lamps and 50 watt rough service 
lamps. Send for samples today. Sold only through 


Available in a wide variety of models, with or with- 


WRITE FOR CATALOG — Box 636 


VALPARAISO - INDIANA 


MSGILL 


Insulated Portable 


Lamp Guard 
Bakelite Cage—Rubber Hook Handle 


Here’s the finest looking lamp guard you ever 
saw—and every bit as rugged, handy to use 
and safe as it is attractive. Designed especi- 
ally for use wherever complete protection 
against shorts is desired. No exposed metal 
about it. Send for samples on open account 
(if McGILL Lamp Guards are not already 
among your stock items) subject to return 
and cancellation. 

















Wire Lamp Guards 
Portable Lamp Guards 
Wall Guards 
Coloring Fluid 
Soldering Fluxes 
Lamp Changers 

















ESTABLISHED 1904 














No. 330 "LATROBE" 
TOM THUMB 
UTILITY OUTLET 
For use in wood instal- 
lations, and other locations 


free from moisture or me- 
chanical injury. 





NO. 470 PIPE OR 


CONDUIT HANGER 


Pipe support can be turned freely, per- CABLE SUPPORT 
mitting pipe to run parallel, or at right 
angles to beam, Eliminates drilling or 


use of straps. Will accommodate sizes framework. Permits hanging from any 

of %”, %” and 1” pipe to steel beams angle. Best and most economical way 

%” thick. of temporarily or permanently installing 

Fullman also offers Insulator Supports, armored cable in buildings of steel 
Fish Wire and Conduit Benders. construction. 


It's Easier to 
Sell Latrobe 


—easier because contractors can readily appre- 
ciate the time and money saving features offered 
by Latrobe trouble-free floor boxes and wiring 
specialties. 

If you haven't a complete catalog of the Fullman 
line, write today and we'll send it by return mail. 


FULLMAN MFG. CO. 


LATROBE - - - PENN. 











NO. 480 "BULL DOG" ARMORED 


A new, lightweight, strong clamp for 
supporting or hanging cable to _ steel 
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Among The Trade... 





PA Hudson River Valley wholesaler 
is quite scornful of his competitor’s 
constant complaints re the price at 
which they are “forced” to sell cable. 
“Of course they are losing money and 
they would continue to lose it even with 
increased margins,” he says, “because 
they would continue their policy of giv- 
ing it all away.” He has consistently 
maintained his price and refused to give 
away his profit on the line to hold his 
business. “The funny part of it is that 
I’ll bet I am doing more cable business 
than the rest of them put together and 
my price has been a couple of dollars 
higher than their right along. Of course, 
some customers complain that our price 
is high and we admit that it is compared 
with the others. But we simply tell them 
that we can’t sell it any lower and make 
a dollar and we are still in business to 
make money. And then nine times out 
of ten they give us the business anyway, 
because we have been of service to 
them on other lines.” 


PA large wholesaler in New York’s 
capitol city suggests that the problem 
of changed designs in the appliance field 
be solved as it is in the automobile field 
and to’ a lesser extent in radio and 
refrigerators — that is, with annual 
models. If this plan were followed, he 
feels, it would not only provide substan- 
tial changes in the models that could 
really be ballyhooed but would give the 
wholesaler and the trade something 
definite to shoot at. Danger of over- 
stock and profit losses would be cut 
to a minimum. In the case of some 
appliances, it would be a boon to sales 
as on annual models, the public would 
get in the habit of checking up regularly 
to note the improvements. 








+For The Moment, he’s looking 
down. The electrical business, 
however, is still looking up for 
the James Supply Co., Chattan- 
ooga, according to C. W. Bickers, 
head of that department. 
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+ They’re Proud of their new radio 
line so it is only natural that the dis- 
play material for the new sets should 
be used as a background. These men 
are in the electrical department of 
Southern Minnesota Supply Co., Man- 
kato. One of the department managers, 
K. H. Kraus, is flanked by two coun- 
ter men. They are Charles Pennington 
and John Hoerr. 





P Optimistic predictions for radio sales 
this year, partly based on the belief that 
the election would have the same boom- 
ing effect that it did in 1928, now bid 
fair to be understatements. Spring busi- 
ness was ahead of expectations and 
there was no letup as summer arrived. 
As a matter of fact, many wholesalers 
found summer sales to be the best yet. 





One large Albany house reports that | 
June sales not only reached a new high | 


for the year but exceeded sales for the 
previous September. Apparently the 
worries of the set makers that pub- 
licity heralding the approach of tele- 
vision would tend to discourage cur- 
rent purchases of new sets, was un- 
warranted. 


> The only sour note in the radio pic- 
ture is the price situation. The usual 
summer cuts are in vogue again. With 
demand continuing heavy and dealers 
and wholesalers well stocked to meet it, 
there is danger of being caught with 
too many obsolete models when demand 
for 1936 sets suddenly dries up. A 
whole season’s profit and then some, 
can be quickly wiped out with over- 
optimistic purchases or laxity in control 
of dealer’s stocks. 


> Although the current improvement in | 
business seems to have blessed the es- | 


tablishments of most of the electrical 
wholesalers, the most optimistic report 
has come from a large New York City 
organization. In response to a request 
for news, this wholesaler declares “that 
the most sensational matter that we have 
to report is that our volume of busi- 
ness for this year will be greater than 
it has been in any year since we have 
been in business. Our force of em- 
ployees is also greater than it has been 
in the history of the company.” 
record goes back to 1923. 








That | 





Tell this to your customers: 


APPLETON NO-THREAD UNILETS 


are Time Saving Profit Makers 


It is profitable to install Appleton No-Thread 
Unilets because of the ease and speed with 
which they can be fitted into any layout. The 
two simple operations of inserting the con- 
duit and tightening the hexagonal nut reduce 
labor costs and make permanent installations. 


Malleable iron construction insures long life 
and satisfactory service because it combines 
strength with light weight. The cadmium 
coating resists rust and corrosion. In all 
types of installations Appleton No - Thread 
Unilets demonstrate their long wearing 
qualities. 


Sold Through Wholesalers 


APPLETON ELECTRIC COMPANY 


1734 Wellington Avenue Chicago, U. S. A. 


New York—76 Ninth Ave. Detroit—7621 Woodward Ave. 
San Francisco—655 Minna St. St. Louis—420 Frisco Building 


Los Angeles—340 Azusa St. Atlanta—540 Marietta St.. N. V 


APPLETON 


No-Thread Malleable 








This photograph 
illustrates the con- 
venience and econ- 
omy of using Apple- 
ton No-Thread Uni- 
lets. Cramped quart- 
ers, tight corners, 
are easy for Apple- 
ton No-Thread Uni- 
lets. 





Type serge 
No-Thread Unilet 





Type “LL” 
No-Thread Unilet 


No-Thread Coupling 


The Original Threadless Conduit Fittings UNILET 
Reg. U 
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You sell Contractors 


BX, conduit, etc 


every day— 





Sell them this special Milford blade 


that cuts these materials best! 
They are MILFORD FLEXIBLE DUPLEX blades— 


“Electricians Special’’—easiest starting, fastest 
cutting for BX, conduit, wire mould, pipe, angles, etc. 
Long wear without breakage. Sell them with eve 

order for supplies. Ask for sales promotion material. 


MILFORD FLEXIBLE DUPLEX 











Each bade stamped with length and pitch for quick identification 


THE HENRY G. THOMPSON & SON CO. 
NEW HAVEN, CONN. 

















él 


50 Amp. 


SYNCHRONOUS 
TIME SWITCH 





A thoroughly reliable, high quality time 
switch that will give many years of de- 
pendable service. 

The result of over 26 years of exclusive 
time switch manufacture, this product 
offers the latest in design and con- 
struction. 

Approved by the Underwriters’ Labora- 
tories and fully guaranteed by the manu- 
facturer. 


Write for complete literature 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 Mead St. Racine, Wis. 

























OVERHEAD 
AND 
UNDER- 
GROUND 


Rural Electrification Administration 
Suggests the use of 


7 e 
Twisting Sleeves 
Many contracts are being let for this class 
of construction, 


Wolverine Twisting Sleeves—made of high 
quality materials conforming to accepted 
standards. 


If you are getting your share of this business, 
you will appreciate Wolverine’s Stock of 
Twisting Sleeves. 


Have you plenty of stock? 


Clean, high quality Sleeves made to standard 
specifications. Quick Delivery. 


Send for Bulletins and Samples. 


WOLVERINE 
TUBE COMPANY 


1441 Central Ave., Detroit, Mich. 




















68 


P One of REA’s major accomplish- 
ments appears to be along educational 
lines. Several active utilities in the 
western part of the country are reaping 
substantial benefits from this govern- 
ment agency. It often works this way: 
REA sends out men to talk rural elec- 
trification to the scattered communities. 
There is genuine interest but somehow 
the farmers can’t seem to get together. 
In steps the utility with an offer to 
build a line, at the same time quoting a 
rate that compares somewhat favorably 
with that offered under a community 
ownership plan. As a result the utilities 
are building more rural lines than they 
have for a long time and a good per- 
centage of the farmers are being signed 


up. 


> There seems to be complaint in some 
wholesaling quarters about the manu- 
facturers’ policy of constantly changing 
appliance lines. Comparatively minor 
changes in design coming at irregular 
intervals, it is felt by some, do more 
harm than good. Although they may 
give the wholesaler and his sales depart- 
ment something new and different to 
talk about, they also give him and his 
dealers a constant problem of obsoles- 
cence and its attendant price difficulties 
and possible losses. 


> Some of the fan manufacturers who 
were complaining about a relatively 
slow season last year had further com- 
plaints this summer—but of a somewhat 
different nature. They couldn’t keep up 
with orders. Even in Wisconsin and 
Minnesota, the vacation land of the 
Middle West, wholesalers and dealers 
found themselves completely out of 
stock. In fact the fan business was one 
good reason why the majority of the 
wholesalers in this territory reported 
the best summer’s business since the 
boom days. 








* Looking Up, like his sales reports, 
is H. R. Vines, branch operating 
manager, General Electric Supply 
Corp., Chattanooga, Tenn. Mr. 
Vines has been at that house for 
the past three years. Atlanta was 
his home before that time. 
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Trade Bulletins 





Air Conditioning—Catalog No. 436, 32 | 
pp., illustrated. Includes descriptions, | 
specifications and technical data covering | 
the Ilg line of air conditioning and cooling | 
equipment.—Ilg Electric Ventilating Co., | 
Chicago, II. 

Air Conditioning—A four page bulletin | 
describing a portable summer air condi- | 
tioner for individual rooms in houses and 
offices.—Carrier Engineering Corp., 850 
Frelinghuysen Ave., Newark, N. J. 

Air Conditioning—Catalog No. 436A, 64 
pp. An instruction book arranged to make 
the problem of air conditioning estimating 
as simple as possible and yet avoid any 
“rule-of-thumb” methods.—Ilg Electric 
Ventilating Co., Chicago, IIl. 

Cable Sheath—Bulletin GEA-2355. _II- 
lustrates and describes hydrogen-processed 
lead sheath for insulated cable—General 
Electric Co., Schenectady, N. Y. 

Capacitors—Folder No. GEL-531. In- | 
cludes descriptive data on Pyranol capac- | 
tors together with a list of actual installa- | 
tions and the savings effected in each case. | 
—General Electric Co., Schenectady, N. Y. | 

Cooking Utensils—File Folder featuring 
information on the health aspects of alum- 
inum cooking utensils—Aluminum Wares 
Association, Pittsburgh, Pa. 


Electric Plants—Folder featuring line | 
of gasoline electric plants providing either 
a.c. or d.c.—Janette Mfg. Co., Chicago, III. 


Fans and Blowers—Catalog No. FB- 
45. 64 pp. Illustrated. Features descrip- 
tive and technical data on complete line of 
fans and blowers for ventilation and air 
conditioning.—Ilg Electric Ventilating Co., 
Chicago, Ill. 

Floodlights—Bulletin No. GEA-1865B. 
28 pp. Illustrations, descriptions and tech- 
nical information covering the Novalux 
line of floodlighting equipment.—General 
Electric Co., Schenectady, N. Y. 


Grinders—Illustrations and descriptive | 
data covering line of hand grinders. In- | 
cludes illustrations of various uses. Also | 
features mounted wheels and points and a | 
line of abrasive bands—-The Dumore Co., | 
Racine, Wis. | 


Radio—“Radio in 1936”. A 17 page| 
bulletin presenting data on radio ownership | 
by states, Canadian ownership and set sales, | 
including replacements and repairs during | 
1935.—The Columbia Broadcasting System, | 
485 Madison Ave., New York City. 


Radio Tubes—Form No. 1275A. Aill- | 
metal radio tube characteristics chart. Also | 
features tube symbols and bottom views of 
socket connections—RCA Mfg. Co., Radio- 
tron Division, Harrison, N. J. 


Rural Electrification—“The Farm Wir- 
ing Problem”, a 28-page booklet (No. 
51-60) discussing adequate farm wiring, 
with data on estimating costs and preparing 
specifications —General Electric Co., Mer- 
chandise Dept., Bridgeport, Conn. 

Switches—Catalog No. 59, loose-leaf. 
Contains complete details on the entire line 
of Noark products, including safety 
switches, control equipment, meter service 
and entrance switches, fuses and fuse ac- 
cessories and cast iron boxes and fittings. 
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Every factory or industrial plant, every commercial establishment, 
and every building of any size, is a prospect for Neon Glow Lamps. 
These long-lived indicators find extensive use as exit lights in office 
buildings, hotels, and theatres . . . they make excellent pilot lights 
... or they are ideal as night lights for the home. 

Neon Glow Lamps operate at standard voltages on both A.C. and 
D.C.; they are provided with bases to fit standard receptacles. Their 
dependability is earning for them a constantly-expanding market. 
Wholesalers everywhere are finding that Neon Glow Lamps are 
pointing the way to greater profits. 

For full information on this line address the General Electric 


Vapor Lamp Company, 891 Adams Street, Hoboken, New Jersey. 


2 Watt, 115 Volts— 
$14 Bulb—Finish : Clear, 
Y, Watt, 115 Volts—T4%4_—s Sprayed Red or Yellow 1 Watt, 115 Volts — 
Bulb supplied with Can- G10 Bulb 
delabra Screw Base Only 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 
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THE SENIOR DISPENSER 


Intended for retail outlets whose trade does 
er could use all four sizes of Friction Tape. 
Each Senior Dispenser contains the following: 


28 No. 1 rolls 9 No. 4 rolls 
24 No. 2 rolls 6 No. 8 rolls 
Weight 10 lbs. 


Have 4 p V puTCH ow % 
HANDY Wie, BRAND 


You Netyj, FRICTION TAPE 


Deulers have 
snorethandlanbied 


their tape sales 
with this counter dispenser 


®@ There is no magic! This Dispenser simply 
reminds consumers of their need fortape... 
by suggesting uses and advising them to 
buy tape today so it will be handy when 
they need it...and it works! DUTCH 
BRAND, of course, is always easy to sell. 


Here is one way—the modern way for 
jobbers to build up their sales of tape to 
retailers. It is being done! 
cd 

The Nos. 8, 4, 2 and 1 sizes 
of DUTCH BRAND Friction 
Tape are all available in the 
well known orangeand blue 
individual and display cartons 
and metal counter dispen- 
sers for retail sales, as wel] _DUTCH BRAND 

as that popular Jumbo shop “”"*yape"™"ti"* 


package for industrial uses. Fus¢sinstantly with- 


one solid piece. It 


VANCLEEF BROS. ,F, Seti 
wi 01 Z - 

é - 1910 cause it contains 
Ma ‘acturers tg aon new rub- 

Woediawn Ave., 77th to 78th Streets Underwriters Labe, 


Chicago, U. S. A. 2 ratories. 


DUTCH BRAND 
Fricte 








Tape. 


EXCEEDS THE QUALITY SPECIFICATIONS OF THE A. S.T. Mm 
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* Congratulations on the completion 
of a good year are always in order, 
and broad smiles are natural when 
the current season looks even bet- 
ter. Our well pleased friends are 
the “top kicks” of Hawkins Electric 
Co., Chicago. R. W. Hawkins, 
center, is head man. Otto Franken- 
bush, left, is vice-president and R. 
R. Hill is secretary. 





Includes set of price sheets.—Colt’s Patent 
Fire Arms Mfg. Co., Electrical Division, 
Hartford, Conn. 


Switches—Catalog page No. 28A, re- 
placing a page of the same number issued 
in May. Illustrations and data on Type 
“T)” enclosed switches—front operated and 
with a porcelain base. Includes prices.— 
Trumbull Electric Mfg. Co., Plainville, 
Conn, 


Transformers — “Distribution Trans- 
formers”. Bulletin No. 180. 102 pp., loose- 
leaf. Discusses the characteristics, insula- 
tion, core and coil design, accessories, 
testing etc. of transformers rated 500 kva. 
and below. “Power Transformers”. Bulle- 
tin. 181. 70 pp. Contains similar informa- 
tion on all types of single and three-phase 
transformers rated 501 kva. and above.— 
Wagner Electric Corp., St. Louis, Mo. 


Water Heaters—Booklet MV6236-S. 
10 pp., illustrated. Dealer promotional 
piece stressing the economy of electric 
water heating. Available, with dealer’s 
imprint, at nominal charge.—Westing- 
house Electric Mfg. Co., Mansfield, 
Ohio. 


Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 


Representatives Wanted 


Salesmen Wanted by a progressive, 
independent Rhode Island electrical jobber. 
An outside man to sell electrical wiring 
material to contractors and industrials; 
also an inside man to wait on trade. State 
complete details as to experience, age, 
appearance, etc. Box 90, ELECTRICAL 
WHOLESALING, 330 W. 42nd St., New York 





City. 
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Salesman Wanted. Exclusive terri- Sea, or sf Dene pete +e oes 
tory, commission. Product: wire, r.c., YOU PAY FOR ALL 5 IN ANY SERVICE 
lead and telephone. Territory: Illinois, 


Pennsylvania, Wisconsin, Indiana, Mis- YOU GET ALL 5 


souri, California, New York; (for tele- 


phone only) Minnesota, Kansas, lowa, | IN PORCELAIN PRODUCTS 


Texas. Box 92, ELECTRICAL WHOLESALING, | 


330 W. 42nd St., New York City. | WIREHOLDERS 


Manufacturer’s Agents Wanted, all ter- | 





ritories, Metropolitan New York area ex- 7 

cluded. Popular priced line of Portable Jig Assembly for 

Desk Lamps, Bed Lamps, Clamp Lamps | 3} Perfect A lignment 

and Wiring Device Specialties; sideline, x 

commission basis. Write mentioning lines i 

now handled, territories covered, etc. Box 2. Patented Process - 

95, ELECTRICAL WHOLESALING, 330 W. 42nd . 

St New York City. Screws CAN’T Come Loose 


Positions Wanted | le) 3. No Metal Exposed 


Reliable Man with ten years’ practical i 
No Rust Stains 


experience in all phases of the wholesale 
electric supply and fixture business; also gZ 
as salesman for an electrical manufacturing 
company, desires a position. Any reason- 
able proposition considered. Proven abil- 
ity; good references. Box 91, ELEcTRICAL 
WHOLESALING, 330 W. 42nd St., New York 
City. 


4. Knite-Edge Threads 
for Easy Installation 













5. Jumbo Frictionless Wireway 
NEVER Injures Insulation 


Lines Wanted 


Manufacturer’s Repesentative, south- 
eastern states, calling on electrical jobbing 
trade. 28 years’ experience traveling same 
territory. Would like additional lines of 


commercial and residential lighting fixtures. 
Best of references. Box 93, ELECTRICAL PO RC ELAI N Xe) DD) U CTS n “we 
WHOLESALING, 330 W. 42nd St., New York ! ° 


City. Parkersburg, West Virginia, U. S. A. 





Manufacturer’s Agent, experienced and 
well known among the electrical and hard- 
ware jobbers, and among electrical appli- 
) ance manufacturers, desires exclusive 
+ representation of lines in the state of Wis- 
consin only. Box 94, ELEcTRICAL WHOLE- 
SALING, 330 W. 42nd St., New York City. 











Armored Cable oe 2 Coble 
Appliance Cords on-Metallic Sheathe e 
Building Wire — All Types —— = 

Control Cables — Braided ower Cable 






Rubber Insulated Wire & 
and Lead Cable 
Flameproof Wire & Cable Service Entrance Cables 
Flexible Cords & Cables Signal Cables 
Flexible Steel Conduit Varnished Cambric Cables 


And all kinds of special cables to meet A.S.T.M., 
A.R.A., LP.C.E.A., and all Railroad, Government, and 
Utility Companies’ Specifications. 





+ Doping The Winners at the ninth 
annual outing of the Electrical 
Associates Club is Henry J. Bait- 
inger, president of Baitinger Elec- 
tric Co., New York City. Mr. Bait- 
inger was chairman of the outing 
held at Staten Island in June. 
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..» offers you 
a special insulated wire 
service — wrapped in 
Cellophane 


GENERAL INSULATED 
WIRE CORPORATION 


Division National Electric Appliance Corp. 
Gordon Avenue, Providence, R. I. 


It will profit you to investigate and 
make use of NEACO'S special- 
ized service on heater cord, all 
rubber cord, twisted pair, fixture 
wire, slow burning and other types, 
cord sets, extension sets and as- 
semblies—all bearing underwriter’s 
tags, fractional foot labels, ete.— 
manufactured in all standard colors. 











SIMPLE, 
ILSCO 


ISN’T IT? 






SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 





the tang and V-bottom collar, 
which forces the wire into a solid 





mesh— 

NO set-screw contact .. . 

NO flattening or separating of 
wires . . 











NO limitation to one size wire . 

NO shearing effect whatsoever . 

NO special tools required to 
make connection .. . 








NO need for you to search any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 





Ilsco solder lugs show the size of the largest 


wire they will take. 








FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 








ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road, Cincinnati, 


Ohio 
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The Couch 
“POWERITE” 


AC to DC Rectify- 

ing Units for Tele- 

phone and Signal 
Installations. 


A fertile market 
exists amongst con- 
tractors who spe- 
cialize in Apart- 
ment House and 
other Telephone 
work, 


Write for Bulletin. 





S. H. Couch Co., Inc. 
No. 6-1-12 North Quincy, Mass. 
6 v., % amp. D.C. 











controlled 


SWITCHES 


Ask Headquarters 
The TORK CLOCK COMPANY, Inc. 
Mount Vernon, New York 

















SHERMAN 
RIGID 
GROUND 
pl FITTINGS 


The Fitting GF4 is a solderless fitting for 
bare or insulated wire with a range of 
sizes from No. 4 Stranded to No. 8 wire. 
Snubbing action of indented groove in as- 
sembly assures tight contact. Bosses on 
sides of bolt slots for clamping pipe pre- 
vent back washer from slipping out. Pipe 
clamp may be reversed for use with 
ground rod. Send for Trade Bulletin No. 
12 giving data on complete line of fittings. 


Sold through Jobbers 





























H. B. SHERMAN MFG. CO. 
BATTLE CREEK, 


MICHIGAN 

















GENESEE BLOWERS 


For use on heating plants—hot air, hot water, 
steam or vapor. For burning rice and buck- 
wheat coal. Savings to 40% on fuel. Cheapest 
automatic heat available. Use Leland and Rob- 
bins & Myers motors exclusively. All merchan- 
dise guaranteed for one year. Attractive dealers 
and jobbers discount setups. Most diversified 
line produced—door or floor 

25 mounting—volume or pres- 
sure type—slow, standard or 

high speed—60 and 25 cycle 

MODELS or DC—Singles and twins— 
price range, list $14.00 to 

$82.00—domestic and industrial sizes. Prompt de- 
liveries always—carry complete stock at all times. 
GENESEE ELECTRIC PRODUCTS COMPANY 
Dept. EW, 82 St. Paul Street, Rochester, N. Y. 
Write for descriptive bulletin and discount sheet 
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THE 
ORIGINAL 
SOLDERING | 
PASTE 


py, 1S! 
HNLEY SOLDERING PH 
SURE: EY 





A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
tation and costs no more. Stock it with 
confidence—it’s approved by Under- 


writers’ Laboratories. 


Burnley Battery & Mfg. Co., 





North East, Pa. 
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WITH PLYMOUTH TAPES 


SLIPKNOT 
FRICTION 
TAPE 


| Hf PLYMOUTH RUBBER COMPANY. Inc ! 
CANTON. MASS 


F SPLICING 
| COMPOUND 


PLYMOUTH RUBBER COMPANY 


CANTON MASS U 














Manufacturers 


Since 1896 


On July I1, 1936, the President of the U. S. opened the Triboro Bridge 
—the largest, longest and most beautiful bridge in the world; a $60,000,000 
splice joining three of New York City's five counties or boroughs. The 
Authority which designed, built and maintains the bridge insisted in its 
specfications on having only the best of all materials. 


In the electrical work entering this huge job, Brown Electric Co., New 
York contractors and electrical engineers, used Plymouth's Friction Tape and 
Rubber Compound which they obtained through Mitchell-Rand Insulation Co. 


As a wholesaler handling Slipknot Friction Tape and P. R. Splicing Compound, 
you too, can be sure of getting your share of the large scale business being 
sponsored by private and public sources—for Plymouth tapes have always 
met most exacting specifications. 


PLYMOUTH RUBBER COMPARY, Inc. 
CANTON, » .» MASSACHUSETTS 





































USE THESE FACTS 
WHEN SELLING FUSES 


Reduced oun 
Re “aor 


O 
| Ah 
| “Sound d to b 
| Sound too cond to be Me ATES oh 


teettes yape 10 /0lect 
Here are the Facts— °° NOT TO 


| “We were having a shutdown about every LOW 
| four days in our lead drying department due 3} 

| to blowing of 60 ampere fuses. Each one cost 

us good money in lost production and idle men. 
We changed to BUSS Super-Lag fuses — since then 
(May 23, 1935) we have had only two fuses blow —a ARE YOU 
reduction in shutdowns of about 92%.” USING THIS 



































BOOK—TO 
Mr. Salesman:— Don’t pass up a specific instance like this. ELL? 
ae HELP YOU SELL? 
It is just about the best proof you can get to confirm your sales 
story that BUSS Fuses actually do save the user time, trouble If your copy of the BUSS book on 


i “Fuses Made to PROTECT—Not 
ane RNY ; F ; to Blow,” has become soiled or has 
If you would like more such specific instances, talk to the BUSS been mislaid, ask your sales manager 
Fuse man in your territory. for another copy or speak to the 
BUSS Fuse man. 
Don’t miss any sales because you 
haven’t got the facts about fuses 
with you. 


BUSSMANN MFG. COMPANY, St. Louis, Mo. 


Division of McGraw Electric Company 
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